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Announcing the Greatest Advance in the History of Shoemaking 


the Stylish Health Shoes 


and the only shoes with Live Spring Action-—Wings for Walking 


Smartly Styled, Scientific, 

Balanced Lasts insure 
Correct Body Posture, plenty 
of Toe Room. 


Arch-Smith Support fol- 

lows the exact under- 
surface of the foot, gives 
Natural Support to the entire 
foot structure. 


ech - Smith 


wee Sail 


ce 


Arch-Smith Thin-Cushion- 
ed, Metatarsal Control 
protects the Metatarsal Arch. 


Arch-Smith Support puts 

Flexible, Live Spring Action 
beneath the Inner Longitudinal 
Arch. 


Arch-Smith Construction 
provides firm support for 


the Outer Longitudinal Arch. 


Arch-Smith specially 
designed, Broad Shanks 

hold the Transverse Arch per- 

- manently in normal position. 


~—And Arch-Smith styles have 
specially tanned insoles and 
outsoles — extremely flexible. 


Now 


ARCH-SMITH 
YORKSHIRE... No. 1502, Black Calf 
No. 1602, 88 Tan Calf 
AA, 8 to 12; A, 7 to 12; B, 6 to 12; Cand D, 5% to 12; E, 6to 11 
$600 
ARCH-SMITH 
STONEKIRE... No. 1512, Black Calf 
AA, 8 to 12; A, 7 to 12; B, 6 to 12; Cand D, 5% to 12; E, 6 to 11 


$600 
ARCH-SMITH 
BALANCE... No. 156l, Black Kid, Kangaroo Tip 
No. 1661, 20 Tan Kid 
AA, 8% to 12; A and B, 7 to 12; CandD, 6to 12; E, 6% to 11 


$600 
No. 1563, Black Kid, Kangaroo Tip 
Cookie Insole 


AA, 8 to 13; A, 7% to 13; B, 6% to 13; C,6 to 13; D,6 to 12%; 
E, 6 to 12; EE, 6 to 11% $650 


SIZES ABOVE 12, 35c EXTRA 


THE J. P. ‘SMITH SHOE Co., SANGAMON and HURON STS. e CHICAGO 


When writing advertisers please mention Boot and Shoe Recorder 
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VOICE OF THE TRADE 


R. PAUL H. NYSTROM, one 
of the outstanding economists 
of retailing, says: 

“The NRA should be continued 
for at least another year. Its good 
work should go on. It should, 
however, be kept strictly to its pur- 
poses and not be permitted to be- 
come an omnibus for every type 
of experiment, reform and effort 
on the part of special groups hop- 
ing to extract special privileges at 
the expense of other industries and 
trades and the general public.” 


* * * 


= 7 HIS swing back to low heel 

shoes is sure to lead to a 
greater degree of foot comfort and 
more perfect fitting shoes,” believes 
Alex Hesselson, shoe buyer at The 
Fair of Fort-Worth, Texas. 

“We have never made a play for 
welt walking types until recently. 
All manufacturers are trying to do 
something toward better fitting 
shoes and this present trend is a 
step in the right direction. For 
twenty-five years this store has sold 
high style shoes but now we find 
that we simply must have some 
good welt numbers. This bugaboo 
of the South being only a turn or 
light shoe section has been com- 
pletely disproved. Right now we 
are successfully merchandising 
shoes which we would never have 
thought of putting into the store a 


few years ago. This does not mean 
that we will not sell sandals or 
open type turns and cemented 
processes for we will sell any num- 
ber of them. 

“Tt is possible to put on a welt 
corrective shoe and sell it to the 
trade as a good sensible walking 
shoe. We are selling these shoes 
as fashion-welts instead of from a 
foot comfort point of view. 

“Maybe I am a nut on this sub- 
ject, but I am going to get in the 
game where more women come back 
on account of good fitting shoes 
rather than from a high-style angle. 
The style element will not be neg- 
lected, it will just mean that we will 
have more strings to play.” 

* * * 


‘“L_JE is a merchant and there are 

many like him.”  That’s 
what a prominent credit man said 
to us about a Pennsylvania shoe 
retailer. 

The credit man was expressing 
his indignation at the common re- 
mark that the average life of a 
business was but seven years and 


retailers generally were “carried 
by” the manufacturer, etc. From 
his practical experience, he con- 
tended that retail credits were today 
as safe as the Rock of Gibraltar— 
particularly when you find mer- 
chants writing: 

“T have never lost the discount 


on a bill since starting in business 
twenty years ago and that means 
that I have never allowed a bill to 
go past due. What’s more, I have 
never had a mortgage or a lien of 
any kind on any property, at any 
time. I buy what I can pay for 
and I stand back of my order. 

“I am in business in a com- 
mercial way—not for the love of it 
nor for the romance of it. With 
me it’s a business to make money.” 

* 


A WINDOW dressing contest for 
boys and girls was started in 
Lynn, Mass., as an advertising 
feature and prizes were offered for 
the best suggestions for window dis- 
plays. 

Some lads plunged deep and 
came up with miniature store fronts, 
windows dressed, and signs out, 
even flashing electric signs. 

* * * 


RED WHIDDON 
Texas, says: 

“T think trade is coming back to 
the general family shoe store. This 
store will specialize in many lines, 
but it will be a store which all 
people can refer to as ‘my’ store. 

“Most shoe men have the wrong 
slant on conditions. The average 
shoe buyer does not overload his 
shelves by buying too much, his 
trouble comes when he sells too 


of Dallas, 


5 
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little. If he buys just one pair of 
shoes and does not sell it, he buys 
too much. After all is said and 
done, what we need is better sell- 
ing.” 
* * * 

os | LIKE the high style game and 

believe that I can study this 
part of shoe retailing just as well 
as the highly paid stylists,” asserted 
Joe Max, of The Shoeland, Wichita 
Falls, Texas. 

“If one has the right sources of 
information, merchandising style 
shoes is very easy and simple. It 
all resolves itself into working the 
problem down to one basis. It is 
just like looking at a hidden pic- 
ture and suddenly discovering the 
man’s face in the tree. Analyzing 
what has been bought gives an in- 
sight on what will be sold, as we 
find from experience customer re- 
action to color and styles. 

“The big thing is to know pre- 
cisely when the saturation point has 
been reached in style selling. This 
is determined by knowing how 
many shoes a community will ab- 
sorb. Blue, for example, has been 
gradually increasing and this year 
will reach its peak with us as an 
early Spring color. 

“Next year may see a decline in 


blue so we will start to promote 
some new color which will take the 
edge off of blue selling. These 
color influences grow gradually and 
do not slip up on a buyer un- 
announced, except to those who do 
not understand trends.” 
* * * 

[YARRY FONTIUS, prominent 

Denver, Colo., shoe merchant, 
says: 

“Blue, especially in gabardine, is 
important. Black has lost none of 
its popularity but brown is becom- 
ing less important in the shoe field. 
Heel heights are definitely seeking 
a lower level. All in all, the Den- 
ver season, though it comes much 
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MAYBE SO 


—"Ho hum!" sighed Friend Zilch, "you 
publisher fellows are supposed to know 
everything—" 

—"Yes," said I, "go ahead. Spring the 
big question." 

—'Tell me," continued Zilch, "when are 
the good old times coming back again? 

—"Whaddya mean, good old times," | 
eee in perfectly good Harvard Eng- 


ish. 

—"Well," said he, "times like we used to 
have, when there were no wars, and 
people didn't get excited so easily, and 
the dollar was worth 100 cents, and jazz 
wasn't invented, and automobiles 
couldn't go over 30 miles an hour, and 
college professors worked in colleges, 
and five cents bought a tall beer, and 
nobody said, ‘oh yeah'.""— 

—"Enough, Zilch," | interrupted. “Now 
let me talk. First of all, those good 
old days are gone forever, never to re- 
turn. We're living in a new world and 
a sadly disrupted world. There isn't a 
country on the map that is free from 
economic tension or social restlessness 
—We're going to live in a near-war 
atmosphere just as long as Japan, China, 
Russia, Germany, India and so many 
other countries are fighting for gain, for 
rights or are experimenting in social 
philosophies. We are also living in a 
speed age, Zilch: our homes, our busi- 
ness, our every movement and thought 
are based on the theory that the best 
way to do a thing is the quickest way. 
Inventive genius——" 

—"Hold on," said Zilch, "if all this is so 
what's the use of living?" 

—"Use of living," | exclaimed. "Why, man, 
it's the most wonderful of all times to 
be alive. Think of the great dramas 
that are being enacted every day a 
over the world. The radio, the movies 
bring us the world's great events almost 
as soon as they happen. History is 
being made. The greatest social and 
economic revolution of all history is in 
the making. And when it's all written up 
our children will be living in the best 
world we've ever imagined.” 

—"You're crazy," said Zilch, walking’ out 

the room with my package of 
cigarettes, 


President. 


later than, perhaps, any other part 
of the country, follows the forecast 
of the Eastern merchant.” 

Fontius, well known in Denver as 
head of the Fontius Shoe Company, 


recently opened the Bootery in 


Denver. 
* * * 


RVING SCHAM of the Belle Boot 
Shop of Sterling, IIl., after many 
months of observation on the un- 
employment situation, figured out 
that all that was really needed to 
put every unemployed person back 
to work was to start each and every 
person in their respective lines of 
work. As soon as they were all 
back to work, their normal spend- 
ing would keep the wheels of indus- 
try going. 

“But industry cannot afford to 
start these people and keep them 
going until the cost of additional 
help is absorbed by additional buy- 
ing,” states the average man. How- 
ever, under Mr. Scham’s plan the 
government would classify each and 
every unemployed person. They 
would then place them in jobs for 
which they are best suited, and pay 
them NRA wages for at least a six 
months’ period. By this time their 
normal spending would have in- 
creased business to such an extent 
that industry and business would 
need these people, and they would 
then go on normal payrolls of in- 
dustry and business. 


As it is now, states Mr. Scham, 
I do not need additional help, but 
if this plan went into effect and an 
additional clerk was assigned to me 
by the government and paid for by 
the government, I could keep the 
cle:k going on odd jobs, and by the 
end of six months, with everyone 
around Sterling on payrolls, no 
doubt my business would have in- 
creased to such a point that I could 
then increase my payroll enough 
to employ the additional clerk. 

After discussing this plan with 
numerous friends the plan appeared 
sound, and Mr. Scham wrote the 
government about it. Since that 
time he has received numerous re- 
quests from governmental depart- 
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ments for additional copies of the 
plan, and now has been invited to 
Washington to present the plan to 
the President and other high 
officials. * 


ISS “JOHNNIE” MASSEY 
looks after the children’s shoe 
department in Monnig’s, Fort 
Worth. H. F. Knoebel has charge 
of all the shoe departments in this 
store and Miss Massey is his assis- 
tant in this department. Her theory 
in operating a children’s department 
is very simple, so simple that most 
‘people overlook the obvious prin- 
ciples. To quote: 

“A children’s shoe department 
will take care of itself if it renders 
a true service to the trade. It must 
be complete in every detail, espe- 
cially as to range of styles and 
completeness of sizes carried. 

“People who sell shoes here must 
be in sympathy with children too. 
No one can expect a man or woman 
to do justice to selling children 
shoes when they consider it a kind 
of punishment to be regaled to this 
kind of work. ; 

“This department is not trying to 
compete with any other store in the 
city, but we are honestly endeavor- 
ing to render a true service to the 
trade as outlined. We know here 
that this policy is right and that 
it will prove itself to any store 
over a period of time. Customers 
do not shop for ‘price’ children’s 
shoes after they become acquainted 
with a store’s resources. If this 
were not true our business would 
not have shown a 104 per cent in- 
crease in the past two years.” 

* * * 


\/ W. BELLE, shoe buyer in the 
- Eiban Department Store, Gal- 
veston, Texas, says: 

“We are more of a family shoe 
store than a shoe department in a 
department store. For 20 years we 
have been featuring everyday type 
footwear for men, women and chil- 
dren and have been making money 
for the house. Around town are 
a half dozen stores selling high 
style popular priced shoes, yet go 


to the sidewalk this minute and 


check the first hundred women and 
you will find the big majority are 
wearing the kind of shoes we are 
selling here.” 


1935 


Concerning 
PEASANT TYPE SHOES 


As a result of an article entitled 
"Calling All Tyrolean Shoes," which 
was published in BOOT AND SHOE 
RECORDER, issue of March 23, 
1935, a question has been raised as 
to the present status, with regard 
to design patent rights, of one of 
the so-called peasant type oxfords, 
characterized by a stitched collar 
and high tongue, usually of leather 
contrasting in color with the rest of 
the shoe, and also by what is known 
as a "reverse welt.” 


BOOT AND SHOE RECORDER 


was informed last week at the Patent 
Office at Washington that a claim 
has been filed for a design patent 
covering certain features of this type 
of shoe, also that several disclaimers 
have been filed, objecting to the 
issuance of such design patent. Up 
to that time, no patent had been 
issued. The filing of a claim for a 
design patent of this nature does 
not afford immediate protection, but 
does give priority to the claim of 
an applicant. 

As noted in the article published 
in the RECORDER, a number of 
variations of this type of shoe, vary- 
ing more or less from the described 
design, are being shown in the mar- 
ket at the present time. 


ROUND currents. Boys like to 

go barefooted just as soon as 

the ground gets warm. It feels 

good. The elders say that the bare 

feet make a contact with ground 
currents of electricity. 

Some may scoff at the thought. 
But the elders insist that there are 
currents of electricity in the earth, 
as well as in the air, and when | 
asked to prove it they just say 


* * * 


R. Collins, president of the 

+ Leon’s Shoe Stores, Waco, 
Texas, says: 

“Merchants will buy a shoe to 
sell at $5.00. When it comes in, 
it may look so pretty that they will 
mark it $6.00. A few pairs may 
be moved at this price, but if sold 
at $5.00 it would be a cleanup. The 
minute one tries to get another dol- 
lar on a shoe, the action is ruined. 

“If a shoe man skimps a shoe or 
overcharges, he may sell a few more 
for the moment, but he will not 
build up a business. A business 
can spend a lot of money on adver- 
tising and bringing in people, but 
if it does not give the values as well 
as service, customers will not be 
kept. 

“Shoe retailing is a beautiful 
business, if the head will get right 
down to thinking things out on the 
fitting stool and not in an office.” 


“Hooray! The Rocky Mount Nudists' Club just capitulated! 
They've phoned for 200 of the most comfortable shoes in the store!" 
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gone up from the retail shoe trade 
in approval of the principle that 
“If she wears it—she should keep 

Yet as the votes are scanned they 
show that many dealers who en- 
dorse the idea enthusiastically still 
miss the basic principle which 
would make the policy effective. 

They agree we should unite in 
overthrowing the policy that the 
customer is always right. In its 
place they would inaugurate the 
principle that the shoe man is al- 
way right. 

They don’t put it that baldly, but 
state it something like this: If the 
customer insists on a certain fit she 
alone is responsible; if the shoe 
man okays the fit he should hold 
himself responsible. 

Gentlemen, that interpretation 
will not do. It will get us nowhere. 
Why? Because, except in a very 
few extreme cases, the shoe man 
tacitly approves every fit. The very 
fact that he tries the shoe on, in- 
spects it, discusses it with the cus- 
tomer and finally wraps it up, all 
indicate to the customer that he 
believes the transaction will be 
satisfactory to her. It would be 
ridiculous to deny this. 

Those occasions are rare in 
which the customer openly demands 
a fit which the shoe man openly dis- 
approves. The handling of any 
complaint that arises later presents 
no problem whatever. 

Our real grief comes from the 
ordinary run-of-the-mill sales in 
which there was no particular dis- 
agreement about the fit when the 
sale was made. It is on these cases, 
all of them, that we must stand on 
the policy, “Under no circumstances 
can a worn shoe be returned.” 

The minute we add, “Unless the 
facts warrant it,” where are we? 
Right where we are now! The 
whole statement will mean exactly 
nothing. 

The customer will still buy shoes 
with the thought in mind, “If it 
doesn’t fit he’ll give me a new pair.” 
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the Shoe Man Always Right? 


A grand chorus of “Ayes” has HERE IS THE MERCHANT 


Who PAYS And PAYS 


And when she brings them back 
she will continue to say, “You mis- 


fitted Mrs. Brown and you gave 


her a new pair. I am entitled to 
the same adjustment.” Regardless 
of circumstances. 

Since this discussion will not go 
outside the shoe trade, let’s lower 
our voices, become ultra-honest with 
ourselves and discuss just how in- 
fallible we are at our chosen pro- 
fession, shoe fitting. 

I probably should not say this, 
and I assure my friends it is not 
a personal remark b::! a general ob- 
servation. However, all my life I 
have heard various shoe men quoted 
as saying they “see to it that every 
customer is perfectly fitted.” Or 
words to that effect. 

That statement always leaves me 
cold. For some reason or other I 
have never been able to fit cus- 
tomers that way day in and day out. 
Nor have I ever been privileged to 
work with any other shoe man who 
achieved that goal. 

I am equally awed when I hear 
the familiar statement, “I always 
keep a full range of sizes on hand.” 


My unfortunate experience is that 

e shoes most in demand are the 
hardest to keep stocked properly. 
Also that if there is no 7AA in style 
832 on the shelf no amount of good 
intentions or knowledge of foot 
anatomy will make a 7AA available 
—or will make any other size fit. 

Nor can we forget that the “aver- 
age” shoe store carries less than 
$10,000 worth of stock, divided 
among men’s, women’s and chil- 
dren’s shoes. A “complete assort- 
ment of sizes” is a physical impos- 
sibility in that store or any other 
store, not excluding the biggest in 
the business. 

Then there are plenty of cus- 
tomers who cannot wear comfort- 
ably what we shoe men call a “fit.” 
Some must have a smaller size, 
some a larger one. Who are we, 
to say we are right and they are 
wrong? With all our knowledge 
we cannot tell how it feels to the 
wearer. 

Furthermore, the fact that the 
shoe fits at three o’clock in the 
afternoon is no assurance it will fit 
at nine in the morning—as we all 
know. The first pair tried on is 
often plainly too tight. After try- 
ing on several more pairs the foot 
limbers up and looses its rigidity. 
We try the first pair on again and 
it now fits perfectly. Will it fit to- 
morrow? Probably not. That is 
why four-fifths of our exchanges 
are for larger sizes. 

What I am getting at is this: In 
actual practice shoe fitting is and 
always will be far short of that goal 
called perfection. The shoe man’s 
knowledge may be theoretically 
complete. But its application is 
subject to the limitations of his 
stock; it is hampered by the fact 
that he cannot try the shoe on his 
own foot, but must depend on the 
customer’s erratic (says he) judg- 
ment as to how it feels. 

In so many cases his knowledge 
is thwarted by the style require- 
ments of the customer. He cannot 
ignore style nor thumb his nose at 
it, for without style he would have 
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"O. K. Mom, If they don't fit 
we'll take them back tomorrow." 


Meet The Gyp Family! 


"| got a new pair 
last week." 


Every Exchange Is A Pleasure 


no feet to fit. These three factors 
form a positive barrier to our goal 
of perfect fitting. The shoe man is 
not ‘responsible for their existence. 
He can control them only in a 
limited degree. 

Why then should the shoe man 
insist on guaranteeing something he 
cannot control? No line of reason- 
ing can justify the theory that the 
customer is entitled to a new pair 
if the fit is not perfect. 

No indeed, the shoe man is not 
always right. He who claims to be 
always right is simply waving the 
flag of righteousness. 


Who then is responsible? The 
customer. Let’s look at this thing 
sensibly. The ordinary transaction 
involves trying the shoe on and 
talking it over with the salesman. 
At home the shoe is tried on again 
before it is soiled. - 

Then she makes her final de- 
cision. In doing so she calls to 
mind her conversation with the 
salesman. If he has told her the 
fit is perfect and the store would 
“stand back” of the fitting, she 
naturally believes him. She wears 
the shoe, knowing “if it doesn’t fit 
he’ll give me a new pair.” 


It is very easy for her to become 
“unhappy” in that shoe. Triviali- 
ties magnify themselves and she is 
not unlikely to come back and 
register a complaint. 

On the other hand it would be 
quite a different story if in some 
way she had been told, “Be sure 
your shoes fit before you wear 
them. Under no circumstances can 
a worn shoe be returned.” 

She would think harder before 
she soiled the shoe. And having 
worn it, she would very likely go 
right ahead and be happy with it. 

[TURN TO PAGE 42, PLEASE] 
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HIGHLIGHTS 
IN 
SUMMER BAGS 
AND 
HOSIERY 


AsovE—Pigskin promises to be one of the leading 

sports leathers for Summer bags and sports shoes and 

gloves, its washability making it practical as well as 

smart. The reverse oxford and the white ghillie 
from Selby. 


BeLow and left—A successful hosiery shade which 
will carry on for several weeks to come is “Maltese,” 
with the silvery blue coloring of a Maltese cat. Frank 
Brothers are way behind on their orders for this shade 


made by the General Mills. Phoenix have brought 

out a perfect match for chamois leathers—a color that 

fits in with the fashion for very light, or very dark, 
tints, the two smart extremes in hosiery. 


BeLow—New square-toed, squared-heeled shoe by 

Palter de Liso and the bag which Bonwit Teller’s are 

featuring to go with it. Note how the design of the 

bag subtly echoes the lines of the shoe. The color 
is oxblood—a high fashion. 
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Shoecraft will feature these blue 

buckles and ornaments for white 

pumps to tie the navy blue sheer 

stocking into the Summer en- 
semble. 


This is the new composition case 
which comes in white or colors. 
with or without the fittings. |. Mil- 
ler will promote their own version 
of this idea as their feature bag 


for Summer. From Rex Products. 


THE 


RUTH HARRINGTON 


Our best indications of what interests RECORDER 
readers are the inquiries we get from all over the 
country. Of recent weeks, many of these requests for 
information have had to do with handbags and other 
“side-lines.” So we have decided to feature, in the 
first issue of each month, news about those items which 
a shoe store can reasonably handle for extra business 
and which give color, variety and eye appeal to their 
displays. This first April issue brings you a story of 
the first Summer handbags, and some highlights in 
hosiery. 

The white handbag leads, as always. This season, 
washability is a more important feature than it has 
ever been before. 

This is one of the chief reasons for the stressing of 
genuine white pigskin in the finer bags. It brings to 
the fore all the leathers and straw fabrics that can be 
wiped off with a damp cloth. In the cheaper bags, it 


gives new prominence to all the cellulose materials. 
And it explains, in all grades, the growing importance 
of the plastic compositions, pyraloid, catalin and the 
rest. 

We had these compositions last year, but this season 
they are greatly improved. Non-inflammable composi- 
tions that won’t warp in the sun and without that 
“celluloidy” smell are the most salable. The newest 
and smartest of these composition bags are made into 
the vanity compact type as shown in the photograph, 
following up the Winter success of this rigid case made 
with inner compartments and sometimes completely 
fitted. 

The chances are that you will see and sell many 
more colored bags this year than last. The market 
offers high shades, pastels and gay patterned materials. 
And women, to judge from the Southern season, are 
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SIGN POSTS POINT TO 


By HARRY R. TERHUNE 
Field Editor, BOOT AND SHOE RECORDER 


Down through the black land country of East Cen- 
tral Texas on the way to Houston, taking in Waco, 
Temple, Austin and Brenham. All are strictly farm- _, 
ing communities, with cotton the main crop. Austin .>2zi%% 
is somewhat an exception, being the capital city, and 
having the usual state payroll as a backlog. 

All retail business is greatly dependent on agricul- 
ture. When that fails there is just no business. Last 
Fall a good crop was made, so business was generally 
good. On top of that, government “cotton money” 
checks have been coming to the farmers all through 
the Spring, which means more ready spendable cash 
than normal. Then there is the money received through 
leasing lands to the Government. One farmer told 
me how he had leased three tracts of 960 acres each 
to the Government and was only farming one similar 
sized plot. 

In all the towns mentioned where the population 
ranges from 7,000 in Brenham to upwards of 60,000 
in Austin, merchants emphasize the point that at least 
half their business comes from the “small towns.” 

Waco is one city that does not get greatly excited 
over business and is better for it. Except during those 
. periods when there is a total collapse of farm revenue, 
business continues along on a fairly even keel. There 
fF is a marked improvement in the sale of better shoes. 
‘ A few years ago Waco sold many good shoes; then, =. pe a 
during the past few years, practically none were sold 
over $8.50. At the present time three stores report 69,0 =) =») : 
interest in shoes above $8.50. Two stores have recently = es fe 
} added fashion shoes which retail above $11.00. While 


they are not setting the world afire, they are selling <5) f “iff ae | 1 

One shoe man here has hit on an exceptional term 

for every day footwear. Instead of characterizing these 

shoes as “duty,” “service” or “utility” shoes, he thought 


up the simple homey phrase of “Living Shoes.” That’s 
E. L. Conners, who has the Brownbilt store. His one 
outstanding hobby is the collection of miniature carved 
elephants. Conners is interested in everything pertain- 
ing to elephants and elephant lore, except white ele- 
phants in his stock and pink ones in his dreams. 

“A great many women who are on their feet a large 
part of the time and who earn possibly $8.50 a week 
will pay us $8.50 for shoes which they know will give 
fl them comfort,” remarked Mr. Conner as we got away 
from the elephants. Then he went on to say that with 
the development of welt sport shoes there is a chance 
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REAL PROGRESS IN TEXAS 


Better Conditions in Agricul- 


Page |? 


ture Reflected in Improving 
Prospects for Shoe Sales 
This Summer Through East 


to sell shoes having known correc- 
tive features, as preventive or walk- 
ing shoes. 

This store opened in 1929 on the 
wrong side of the street with a 
restaurant on one side and a shine 
parlor on the other. Good treat- 
ment brought the people across the 
street and the Conners, father and 
son, are now operating two stores. 
The prospect for the family shoe 
store is very bright when one 
specializes in quality, fit and serv- 
ice. they told me. 

Plenty of men, women, children 
and growing young folks want and 
appreciate good substantial foot- 
wear. But even so, a store cannot 
buy across the board in a hit or 
miss fashion, regardless of how 
good the source of supply may be. 

Shoes must be bought from a 
standpoint of use and must be re- 
tailed at a price in keeping with 
local demand. The price problem is 
best solved by finding which price 
makes the most sales, then going 
the next grade higher and to the 
next grade lower. It has been 
found that a three price range 
proposition has a greater customer 
appeal than any other. Recently 
this store began experimenting in 
$8.50 and $10.00 shoes, selling a 
satisfactory number of pairs entire- 
ly through the efficiency of the 
sales force. 

It was Norton Thompson, mana- 


Central Farm Region 


ger of the Queen Quality depart- 
ment in the Goldstein & Migel Co., 
who told of a recent Waco survey 
in which filling stations took first 
place in a numerical count, the 
places where shoes were sold com- 
ing second and drug stores wind- 
ing up a poor third. Thompson is 
a firm believer in having his boys 
know the location of the stock as 
well as a description of stock num- 
bers. They are so thoroughly 
schooled in this that they can lay 
hands on any shoe in the house 
instantly. “I will put my six boys 
against any sales force in the coun- 
try for day in and day out cus- 
tomer building salesmanship. This 
means, too, that they will sell shoes 
with the best of them. Often it is 
best not to sell a customer who 
thinks she knows more about fitting 
than the shoeman does. A customer 
always forgets the attitude she took, 
when she comes back with a pair 
of badly fitted shoes,” said Mr. 
Thompson. 

A store that boasts of its heavy 
traveling expense! L. R. Collins, 
of the Cinderella Slipper Shop, 
goes to market at least twice a year. 
More often than not, he takes one 
or two of his men along with him 
so that they can visit the factories 
and also so that they can see first 
hand what the big fellows in the 
big towns are doing in _ both 
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Blount-Harvey . Greenville, N. C. 


REGARDLESS of N.R.A. or the 30-hr. week bill, 
window displays will continue to serve as silent but 
very efficient salesmen for shoe stores, without any 
restriction as to hours of labor. Your windows work 
day and night to sell your shoes and service, but the 
results of their constant, unremitting efforts will be 
measured mostly by how you use them. Window space 
is very much like the white space you buy for news- 


Lord & Taylor. . 
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SALESMEN 
That WORK 
DAY and NIGHT 


paper advertising. It represents a definite investment 
which you have made for the purpose of publicity. 
The returns you get, however, do not flow automatically 
by reason of the fact that you have bought the space. 
They are dependent, almost entirely, on what you put 
into that space, what shoes you show and how you 
show them. Arrangement and treatment of the mer- 
chandise, tending to make the effect attractive and 
interesting, may prove to be the determining factor 
in the result. 

When you plan a window display, it’s exceedingly 
important to visualize at the outset how it will look 
to people who pass your store, not only in the day- 
light hours but also by night. In some locations the 
hours after dark may be even more important than the 
daytime. One might assume that, with longer days and 
fewer hours of darkness, illumination wouldn’t be 
quite so important a factor in the Spring and Summer 
as during the Autumn and Winter seasons. A little 
consideration will demonstrate the fact that such an 
assumption is unwarranted, however, for while the 
hours of illumination are shortened in Spring and Sum- 
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Window Displays Are "On the 
Job" Always, but the Results Will 
Depend on How You Use Them 


mer, the number of people who saunter about and 
indulge in window shopping is likely to be increased 
at this season of the year. 


1 N the cold months people hurry past your store bent 
on reaching their destinations in the shortest possible 
space of time. In Spring and Summer there’s more 
inclination to loiter and go window shopping. So good 
illumination is a matter that’s deserving of the most 
careful attention at all times. And the more technical 
considerations of window lighting, what kind of illumi- 
nation to use and how to distribute it, doesn’t answer 
the whole question by any means. Effective windows 
at night depend also, and in a very large measure, on 
the character of the displays themselves. Some dis- 
plays, because of the elements used, their colors and 
arrangement, light up well, while others tend to lose, 
under the influence of artificial lighting, characteristics 
that made them attractive by daylight. . 
Display men employed by stores that are located in 
sections where night effects are highly important, some- 
times design windows with the thought of how they will 


Haggarty Store... . 


Sakowitz Bros. .. . . Houston 


look by night uppermost in their minds. In this way 
it is possible to achieve effects that are very beautiful 
and that have the all-important element of attention 
value in a very high degree. 

Most of the window photographs reproduced in 
Boot anp SHoE REcorDER are taken at night, not be- 
cause it is desired especially to show how the windows 

[TURN TO PAGE 46, PLEASE] 
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OUTLOOK 


To Sell “Labels” or 
Consumer Satisfaction 


THE introduction in the House and Senate in Wash- 
ington of bills “providing for the labeling, marking 
and tagging of all boots and shoes” indicates the re- 
vival of something which we had hoped long since 
dead. But here they are, resurrected after fourteen 
forgotten years. They were termed “Pure Shoe Bills” 
in the days of long ago, but now the emphasis is put 
upon “labeling, marking and tagging.” But the mean- 
ing is the same, for out of memory’s morgue comes the 
phrase: “Any boot or shoe, the components of which in 
whole or in part are of leather, rubber, textile, paper, 
cardboard or any other substitute for leather which is 
misbranding within the meaning of this act.” 

As the two bills now stand they have little chance 
of becoming laws. It is obvious to anyone who has 
seen the calendar of Congress and the matters of vital 
legislation that should be passed before the close of the 
session that the bills will go no further. They have 
been referred to the Committee on Interstate and For- 
eign Commerce, and there in all probability they will 
expire when Congress closes. 

But the spirit of labeling will rise again in another 
session, and that’s the important point to consider. Re- 
member that labels are now compulsory on all mer- 
chandise produced under twenty-eight manufacturing 
codes in commodities sold at retail. It is true that 
the code labels are not generally descriptive labels, but 
some of them cover the spirit underlying this shoe 
labeling bill. 

The real point at issue is—are we approaching the 
day when the merchant will be selling labels rather 
than consumer satisfaction. 

Will labeling laws be proposed to increase the bur- 
den of retailing without increasing consumer satisfac- 
tion. It is obviously a foolish gesture on the part of 
anyone to ask that all the ingredients of a shoe must 
be included on the label or tag or other mark to be 
put on the boots and shoes to show the material used 
and the components thereof. The simple term “sole 
leather” would perhaps satisfy the farmer and the 
businesses interested in the ultimate product, but would 
that labeling be sufficiently descriptive to the con- 


sumer? 


In Cleveland the League of Women Voters de- 


-manded that all stores tell the consumer on bed sheets 


alone: the tensile strength, first or second quality, 
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thread count, percentage of filling and shrinkage. They 
voiced a public demand for descriptive labeling and 
insisted upon it. 

We have in Washington today organizations that 
are active in behalf of the consumer. Perhaps these 
organizations are led by what is termed in Washing- 
ton the “professional consumer.” That individual en- 
deavors to speak in terms of all consumers and to 
mold legislation which, in his mind, might safeguard 
the ultimate user against misrepresentation. 

Make no mistake about it, the consumer’s voice will 
also be heard in any labeling laws. The present Pure 
Shoe Bills put the rules and regulations under the 
Secretary of Agriculture and the examination of speci- 
mens of articles in the Bureau of Chemistry and Soils 
of the Department of Agriculture. But in view of the 
fact that other industries are possibly subject to label 
laws, there are possibilities of the policing being done 
by the Bureau of Standards—a more acceptable arbiter 
to the consumers’ legislative agents in Washington. 

So you might readily have a labeling law that 
made obligatory descriptive grading, and then footwear 
would become tremendously complicated if every com- 
ponent part was graded A, B, C, D. (See page 55 for 
typical descriptive label.) 

If there is trade encouragement of these labeling 
laws, it is well for those now interested to know the 
ultimate consequences. To our mind it is far better 
for industry to operate with as few laws as possible so 
that selections and qualities can be secured through 
experience. A labeling law is no short cut to control 
of consumption. Processes of education in the quality 
and use of shoe materials must be accelerated whether 
or no we have labeling laws. The greatest economy 
lies in good leather and good shoes, as well as the 
right materials for the right use. The label doesn’t 
increase consumer intelligence. It too often compli- 
cates it. The common law of the land provides against 
misrepresentation. 
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LEDGE GOODYEAR — gives 
rugged service. Non-skid 
cups. Nails down flat. Swag- 
ger campus style — popu- 
lar with younger people 


RIBBED GOODYEAR-—neat, 
sophisticated, modern. 
Smart streamlined rib de- 
sign gives added style 


STANDARD GOODYEAR 
WINGFOOT— world’s most 
popular, and most widely 


copied heel design. Non- 
skid cups. Neat, smooth- 
fitting. The aristocrat of 
cubber heels 


CUSTOM GOODYEAR — 
corrugated non-skid face. 
No nail holes. A de luxe 
heel in every way for your 


finest shoes 


Most men want rubber heels. They like 
the tough, longer-wearing, lively cushion 
that gives silence and extra comfort. And 
more people walk on Goodyear Wing- 
foot Heels than on any other kind. 


Heels that Help 
SALES 


ET “the greatest name in rubber” 


help you sell shoes! 


Why not use two good names — the one 
on Goodyear Wingfoot Heels and the 


one on your shoes—to help your sale? 


There are four Goodyear Wingfoot 
Heels, purposely built to suit every 
style and type of shoe. 


Each one carries the Good- 
year name as proof of extra 


value to give your shoes WINCFOOT FLS ano SOLES 


the tremendous selling ad- 
MORE PEOPLE WALK ON GOODYEAR WINGFOOT HEELS THAN ON ANY OTHER KIND 


THE GREATEST NAME 


vantage of two good names 
instead of one. 


When writing advertisers please mention Boot and Shoe Recorder 
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The 
YOUNGER 
GENERATION 


Edward C. Orr 


EpwarbD C. ORR this month becomes president of the Potter Shoe Company of Cincinnati 
—one of the oldest and best known retail shoe firms in America. . 

This famous retail institution was founded by J.M.Potter, his grand-uncle, greatly expanded — 
by James P. Orr, his father, one of Cincinnati's most prominent citizens; and now continues 
under the leadership of the third generation—Edward C. Orr. 

This young man was born in Cincinnati and has lived there practically all his life. He is a 
graduate of Yale and the Harvard Business School. Following college, he worked in every 
department of the store—then became manager in succession of the men's shoe department, 
women's high grade shoes and hosiery departments. He also had charge of the advertising 
and became vice-president on his own merits. He is active as a director of the Ohio Valley 
Retailers Association; Director of the Cincinnati Retail Merchants Association, member of the 
National Shoe Retailers Association Styles Committee and Vice Chairman of the Cincinnati 
Retail Code authority. 

Previous to March Ist he purchased the interests in the Potter Shoe Company held by 
Harry C. McLaughlin, retiring president, and Miss Alice L. Engelhardt, retiring secretary and 
treasurer. His new organization, led by himself as president, includes A. D. Bullock, vice-pres- 
ident, H. E. Ritchie, secretary, Eleanor S. Orr, treasurer. These, together with William F. 
McKenzie, former shoe manufacturer, and H. T. Simpson, comprise the board of directors. 

He is married and has two children—Marianna and James Potter Orr, Il. He lives in the 
East Walnut Hill section and his recreations are golf and squash. 

In his first statement as president, Mr. Orr said: "The Potter Shoe Company will adhere 
to the policies held in the past and its high aims and traditions will be maintained. The 
personnel of the store continues to be the same family of co-operators. | am very optimistic 
as to the future of the shoe business generally. An excellent measure of the progress we are 
making in the store is evidenced by the opening of the spring season revealing a tendency to 
return to better merchandise, and an increase in our average sale figure. If this continues, 


this season is going to a ‘pip’. 
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BRANCH OF INTERNATIONAL SHOE CO. 
ST.LOUIS,MO 


No. 1738 


One of more than twenty 
styles in our Uptown and 
Patriot Health Shoe Lines 


SIZES 5 to 14 e WIDTHS AAA to E 
COMBINATION LASTS 


“No. 5930-1 


One of more than fifty styles in Trim- 
Tred Health Shoes for. Women 


SIZES 2% to 10 e WIDTHS AAAA to EE 
COMBINATION LASTS 


No. 9321-1 


One of the many styles from 
the Poll Parrot line of Health 
Shoes for Children 


SIZES 3% to 8 e WIDTHS AAA to C 
SIZES 12 to 3 e WIDTHS AA to D 
SIZES 8% to 11% e WIDTHS AtoE 


COMBINATION LASTS 


Al cK 
STYLES 


“Star Brand Shoes Are Better” 


When writing advertisers please mention Boot and Shoe Recorder 
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Lou Pollock 
Felicitated 

As He Opens 
Twentieth 
Store .... 
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Senator Reynolds of North Carolina, 
Ex-Governor Trinkle of Virginia and 
Other Distinguished Official Guests 
Present to Dedicate Beautiful New 
Slipper Salon Opened in Roanoke. 


Senator from North Carolina Con- 
gratulates President of Pollock's, 


Inc. * Senator 


Reynolds, 


Right, 


Shakes Hands With L. H. Pollock, 
Left, in Front of New Store. 


ROANOKE, VA.—Recent opening 
of the new Pollock’s Slipper Salon 
at 15 West Campbell Avenue, 
Roanoke, proved an event of prime 
importance, not only from the stand- 
point of the retail shoe trade but 
from the angle of public interest as 
well. The occasion was graced by 
the presence, not only of President 
L. H. Pollock, head of the group of 
Pollock stores, but also of Hon. 
Robert R. Reynolds, United States 
Senator from North Carolina, and 
Hon. E. Lee Trinkle, Ex-Governor 
of Virginia. 

Introduced to the assembled audi- 
ence by former Governor Trinkle, 
Senator Reynolds said in part: 

“When I was extended an invita- 
tion to come here today, I accepted 
unhesitatingly, because I wanted to 
be near my friend, Lou Pollock, 
whom I have known for the past 
quarter of a century, and in so say- 
ing I wish to say we have not only 
been good neighbors in the same 
town, but we have been warm per- 
sonal friends, and it is a great pleas- 
ure and an unusual pleasure to have 
this opportunity to speak of one of 
my people in this neighboring State, 


because I know him best. His busi- 
ness began in the city of Asheville, 
N. C., which rests there close to the 
heavens, was there some twenty-five 
years, and he has built for himself 
and for the people of my section of 
North Carolina a great business, 
and this is a branch thereof. I am 
delighted to have the opportunity 
this morning, not only of congratu- 
lating him but likewise of congratu- 
lating the people of the City of 
Roanoke upon this great addition 
that he has made upon the enlarge- 
ment of his emporium.” 

The visit of Senator Reynolds for 
the occasion will mark the third time 
in recent years that a_ nationally 
known personage has been present 
for Pollock openings. Josephus 
Daniels, former Secretary of the 
Navy, was a guest for a similar oc- 
casion in North Carolina, as was 


Julian Price, president of the Jeffer- - 


son Standard Life Insurance Com- 
pany, when a store was opened some 
time ago in Greensboro, N. C. 

The Roanoke store is the twentieth 
in the Pollock chain. It was opened 
here in 1929 and is being transferred 
because its business has outgrown 


the old quarters at 7 West Camp- 
bell. Olin F. Johnson will continue 
as store manager. The stores have 
been operating in the Carolinas for 
the past 25 years. 

The new salon is said to be the 
finest in the entire chain. The front 
of the store has been remodeled and 
covered with porcelain enamel in 
varying shades. The interior is in 
bird’s-eye maple trimmed in mahog- 
any. Floors are of inlaid linoleum 
while indirect lighting effects are pro- 
vided by entirely new fixtures. 

The salon will have several times 
the space available in the former 
location. Mr. Pollock said a long 
term lease has been signed and that 
he feels confident that the expansion 
will be fully justified by future 
business. 


Porthole Sandals 


Los ANGELES, CAL.—Two sandal 
numbers finding favor with Bul- 
lock’s-Wilshire customers are de- 
cidedly porthole in design. One is 
white buck with brown kid and the 
other is white kid with brown kid. 
Both have short vamps and round 
toes with relatively low heels. The 
round portholes are conspicuously 
placed. 
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CAMCO CREATIONS for STREET and SPORT WEAR 


gay... colorful...ecool... and smart 


FAST IN SALES . . . . HIGH IN PROFIT 
CAMCO SWISS TIE 


(at right) 

Leather sole and 13/8 sports covered 
heel. Some women prefer them. White, 
cool, fabric upper with Buckide trim in 
contrasting colors — green — brown — 
blue—red. Especially suitable for 
dressy street wear and dancing—as 
well as spectator sports wear. 


CAN BE RETAILED 
$1.89 to $1.99 


-CAMCO SWISS TIE 


(below) 

Made of long-wearing, thoroughly satis- 
factory mesh which has not been dupli- 
cated any other manufacturer— 
VULTEX processed (patented). New re- 
inforced skeleton in shadow blazer design. 
Women prefer cool mesh uppers for sum- 
-— wear. Also ideal for misses and chil- 
ren. 


CAN BE RETAILED 
Women's - « $1.79 to $1.89 and more 
Child's and Misses’ . . . $1.55 to $1.79 


CAMCO SWISS TIE 


(above) 


Leather sole—leather ‘flats’ heel. 
White cool fabric vamp with Buckide 
trim in contrasting colors—white— 
brown—blue—red. Medium last. 


CAN BE RETAILED 
$1.89 to $1.99 


Again Camco Creations provide the volume profit makers for summer shoe sales. 
Camco SWISS TIES lead the peasant uprising in summer fashions—lead the 
rising profit columns in fast moving summer footwear for street and sports wear. 
They sell in the right price range to assure volume sales. They sell not in single 
pairs—but several pairs to a customer—because they are so thoroughly smart, 
cool, and practical. 


SEE YOUR NEAREST WHOLESALER OR WRITE OR WIRE 


CAMBRIDGE RUBBER COMPANY 


Leather Shoe Division 
CAMBRIDGE, MASS. 


600 ATLANTIC AVENUE, BOSTON iginators tyle Footwear 317 W. MONROE ST., CHICAGO 
125 DUANE STREET, NEW YORK Origi of s B‘WAY & PRINCE ST., ST. PAUL 


When writing advertisers please mention Boot and Shoe Recorder 
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How a Shoe Store Helps 
Its Sales Force Sell 


In addition to the educational work described in this story, Mr. Murphy has a staff 
meeting with executives and heads of departments each Wednesday morning. At 
this meeting those present, left to right, were A. F. Kuhleman, vice-president and 
treasurer; Mr. Tuffly; Mrs. Alice Deason, hosiery buyer: Thomas C. Foley, men's 
furnishings buyer; J. O. Zilher, men's shoe buyer; J. H. Scroggins, in charge of 
women's shoe salesmen; Jake Minchen, misses’ and children's and budget shop shoe 
buyer, and Michael M. Murphy, secretary and advertising manager. Mr. Murphy was 
outlining the current style situation as the photograph was taken. 


PERSONALIZED individualized selling to the front! 

Selling a customer what she should have and know- 
ing why she should have it. 

Beating the department store and ready-to-wear stores 
to the punch in furnishing sales producing style in- 
formation to all shoe purchasers, men, women, and 
children alike. 

That, in brief, is what is behind the Krupp & Tuffly 
educational program now being presented to its sales- 
force. This forward moving Houston shoe store fully 
appreciates the great need of having every member of 
its sales staff fully conversant with accurate current 
style information. 

Regular monthly meetings have been held by the 
employees’ club in the store for years. Employees felt 
they needed more definite style help from time to time. 
This was a gradual development, starting first with 
word of mouth information. Finally Michael Murphy, 
publicity manager of the Krupp & Tuffly store, was 
selected to do the job right. 

Choosing Mr. Murphy was an obvious move in that 
he is interested in this type of work. Being publicity 
minded and having acquaintances who did this kind of 


work in other lines of endeavor, he knew best how to 
gather the material and how best to present it, so the 
greatest good would result from the great amount of 
necessary preparatory work in assembling the informa- 
tion. 

Now that the plan has been in operation for some 
little time, with the mistakes of the trial period all in 
the past, it can be said that the intelligent customer 
service rendered by the salesforce is being satisfac- 
torily reflected in the daily sales. 

Mr. Murphy pointed out that the best way of mak- 
ing the collected information stick with the sales or- 
ganization is to first discuss the subject at a store meet- 
ing, then give each person his or her own copy of the 
collected style information. 

It is highly important that everyone should have a 

[TURN TO PAGE 62, PLEASE] 


Individualized Style Information, Placed in 

the Hands of Every Member of the Staff, 

Is a Service Appreciated by Customers 
and Reflected in Increased Sales 
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NEESON_SHOE STORE 


AFTER: And here is the 

+ same store after a new 
Pittco Front has given it new 
youth, new beauty and smart- 
ness, new sales appeal. If you 
were buying shoes, which 
store would you prefer to pat- 
ronize ... the old Nelson’s 
or the new? 


SIGN OF 


haw NELSON'S 
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BEFORE: Here is the Nelson Shoe Store in Denison, Iowa, as it looked before 
being remodeled with a new Pittco Store Front. 


- 


PROGRESSIVE MERCHANT 


OU’VE never seen a merchant remodel his 

old-fashioned or unattractive store with a 
new Store Front who wasn’t progressive in other 
ways, too! In his sales policies, his merchandis- 
ing, his contact with his potential customers! In 
fact, a new Pittco Store Front is an unfailing 
sign of the really progressive merchant ...a 
merchant who knows that the profit is there in 
his community if he goes after it! 

The remodeled shoe store shown here is just 
one example of how shoe store managers and 
owners everywhere are drawing increased busi- 
ness and boosting their profits by remodeling 
with Pittco Store Fronts . . . fronts which invite 
potential customers inside by their good looks, 
smartness and modern appeal. And best of all, 
Pittco Fronts are so successful that they usually 
pay for themselves in a short time by the in- 
creased business they attract! 

Find out what a new Pittco Store Front can 


mean to your business. You can do go easily. . . 
by merely sending the coupon below for our free 
booklet entitled “How Modern Store Fronts 
Work Profit Magic’’. This book contains full 
information about Pittco Fronts, numerous pho- 
tographs of successfully remodeled stores, and in- 
teresting figures on resulting business increases. 


Get Store Front Remodeling Money 
Through NH A! 


The National Housing Act was passed to assist 
you in remodeling your shoe store. This act 
supplies funds for shoe store improvements, re- 

uiring only your promissory note as collateral. 
We recommend that you retain a local architect 
to design an attractive front for your shoe store, 
and, if necessary, apply for NHA funds to 
finance it. Our representative will gladly help 
you negotiate the loan. 


Carrara Structural 
Glass 


Pittco Store Front 
Metal 


Pittsburgh Mirrors 


STORE FRONTS 


PITTSBURGH 
PLATE GLASS COMPANY 


IT TCO 


Pittsburgh Paint 
Products 


Polished Plate 
Glass 


Tapestry Glass 


PRODUCTS OF 


Pittsburgh Plate Glass Company, 
2362 Grant Building, Pittsburgh, Pa. 

Please send me, without obligation, your new book 
entitled “How Modern Store Fronts Work Profit 
Magic”: 


Name 


Street 


City 


When writing advertisers please mention Boot and Shoe Recorder 


b 
| 
in ‘ \ 
5 
: 


BOOT AND SHOE RECORDER, April 6, 


1935 


OTHER 
PEOPLE'S 


By HARRY R. TERHUNE 


IDEAS 


Field Editor, BOOT AND SHOE RECORDER 


“P ROFITS take care of themselves 
if a store gives good service,” is 
the business philosophy of W. G. 
Nissen, whose shoe store is in Okla- 
homa City. Then he went on to 
tell: “In our store we consider the 
sale of a pair of shoes entails cer- 
tain obligations on our part. We 
are not selling leather fashioned 
into a shoe, but a particular shoe 
for a particular customer who has 
a particular fitting problem. 
“This store has embarked on a 
five-year program. We have pur- 
posely let our fitting costs run 4 
per cent too high. Every man on 
the floor is either the ex-manager 
of a shoe store or the former pro- 
prietor of one. Selling customers 
right is a good investment and is 
the major part of our five-year plan. 
“This is one store that absolute- 
ly refuses to sell misfitted shoes. 
All our advertising is built around 
our fitting service, as well as our 
shoes. What if it does take ten to 
fifteen minutes’ extra time in order 
to convince the customer being 
served, be it man, woman or child, 
of the need of buying the right size 
and the right last, when the store 
expects to continue to sell that per- 
son footwear for years to come? 
“There is too much buying done 
by merchants who follow the lines 
of least resistance. We have found 
it good merchandising to study 
thoroughly every last from every 
possible angle before an order is 
placed on that last. The time taken 
in buying shoes along this method 
assures us that every shoe in the 
store fills a definite purpose. Not 
only that, but it cuts the stock down 
to a few lines, with no overlapping. 
We know that customers are inter- 
ested in good-fitting lasts that have 
plenty of style. 
“There is certainly a real happy 


thrill in operating a shoe store with 
these ideals before one, as we feel 
that we are needed in our commu- 
nity, through doing some real 
good.” 


W. R. JOHNSON is now buyer of 


women’s shoes in the high-grade, 
third-floor shoe department in the 
Brown-Dunkin department store. 
He comes here directly from Stix, 


Barr & Fuller Co., St. Louis, where 


W. R. JOHNSON 
he served under A. J. Paully as his 


assistant for the past ten years. 

Mr. Johnson is making a very 
careful study of Tulsa conditions 
with a view to developing the busi- 
ness in the shoe department to the 
highest point of service to the com- 
munity. A gradual change in 
grades of merchandise handled 
which will tend toward eliminating 
many price lines and which will 
put more emphasis on the better 
types is under way. 


A series of shadow boxes around 
the tops of the shelving in which 
the newest models of Spring shoes 
are being featured, has done much 
to liven up the department. The 
new custom section in which Del- 
man made-to-order footwear is fea- 
tured is taking hold very fine, Mr. 
Johnson reports. 


Or: 


THE problem of what top price a 
basement shoe department can prof- 
itably sell, and should it carry 
prices in competition with the regu- 
lar upstairs shoe-selling section, has 
been met in the A. Harris Co. store 
in Dallas. 

In talking with E. T. Johnson, 
basement shoe manager, he said: 
“In 1927 this department was doing 
a volume business in one-strap slip- 
pers, buying these in 50-case lots. 
Now the demand has dropped off so 
that we only sell about five cases a 
month at a $1.39 price. Many 
other so-called staples have dropped 
off in like proportion. If I am to 
succeed, this department must show 
an increase in sales and profits, so 
it is a question of what will develop 
the most business profitably. 

“There are few definite angles to 
get new business. It has been the 
natural step to go cheap the past 
few years; some went too far, 
others not far enough. Last year 
we lost money on $1.98 women’s 
shoes and lost business because we 
underestimated the strength of the 
$4.95 market. The stock was too 
heavy on the $3.95 grades. In 
other words, business recovered 
faster than we anticipated during 
the Fall of 1934. 

“With that experience fresh in 
mind, we know that customers will 
pay for what they want and that 
they have come to the point where 
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AIDS US IN MAINTAINING OUR SLOGAN = 


“THEY WILL WEAR «= ANY PRICE You ASK’” 


“Worthy products are important to us in main- 
taining our standard of quality; therefore, in se- 
lecting OHIO’S CALF we not only are assured 
of the best, but we have an added advantage in 
having our cutters gain uniformity. Also by thus 
concentrating our purchases, we become more 
worth while in the attention given us at the 
tannery.” 


Meriting the good opinion of many manufacturers 
like Mr. Teeple is one of the sentiments domi- 
nating every member of our organization and in 
making good our slogan of “The World's Finest 
Calf Leather.” 

LUXOR CALF has a smooth lustre surface, a fine 
grain with tight break, and a mellowness which 
adds to the sales appeal of every shoe of which 
it is made. Swatches sent on request to aid you 
in detailing your better numbers. 

No. 168, In Stock, made of No. 60 Brown 
LUXOR CALF; AA-D, sizes to 12; $3.25. 


No. 158, Same, made of Ohio’s Black Jetta 
Calf. Catalog on request. 


“A Complete Service in 
Fine Calf Leathers.” 
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price is not the whole thing. Ob- 
servation led us to believe that the 
trade will buy features, so a search 
was made for shoes having features, 
which were carried in stock and 
would retail around the five-dollar 
mark. Finally a shoe was hit on 
which we must retail at $5.95. 

“Established prices in the base- 
ment are $2.98, $3.98 and $4.95. 
Prices on the second-floor shoe de- 
partment start at $4.95 for the nov- 
elty shoes and $7.50 for their fea- 
ture shoes, so the question arose: 
Could the basement successfully sell 
shoes at a price higher than the 
base price of the second floor? The 
answer was ‘Yes,’ provided the base- 
ment could get an increased amount 
of business with a minimum amount 
of capital tied up, even though the 
retail price was a dollar higher 
than ever carried. Novelty shoes 
at $3.95 will still be played, as that 
is a good basement volume pro- 
ducer. 

“Even though Dallas is a style 
center, there are plenty of people 
here who have feet needing shoes 
of a corrective nature and who can- 
not afford to pay $7.50 or more for 
them. This added line fitted right 
into that spot.” 


ort 


THE ready-to-wear department is 
on the same floor as the shoe de- 
partment in the Cox department 


store in Waco. There is a good 
working agreement between the de- 
partments to send customers from 
one to the other, but to be sure that 
he gets all the possible shoe trade 
coming to the store, L. D. Boone, 
manager of the Walk Over shoe de- 
partment in the store, goes to the 
“dress book” and sees who bought 
dresses the day previous. 

With the information as to the 
kind and price dress bought, he 
checks back to see if the customer 
has recently bought a suitable shoe. 
If not, a phone call is made. An 
average of three extra sales are 
made a day as a result of this little 
detective work. Most of these cus- 
tomers are new ones to the shoe 
department. Whether or not they 
come to buy shoes at once or later, 
the fact remains that the personal 
call on the phone shows them the 
interest taken by the shoe depart- 
ment, so they feel kindly toward it. 
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B. L. DILLINGHAM of Austin, 
Texas, has a good line that he uses 
in talking with doctors and chiropo- 
dists relative to the shoe-fitting job 
done in the store. He says: “We 
are able to continue the good work 
on the feet that you start.” And 
as this firm has been selling shoes 
in Austin for nearly 50 years, their 
community standing is such that 
the medical profession has every 
cause to believe this simple state- 


ment. 
\ | 
December Ist to 15th ee 


DOUBLE CREDIT 


Between these dates you receive 
2 Points instead of one towards you 
Brownbilt Club Prize for each dollar's 
worth purchased. What @ treat for 
Brownbilt Clubbers. 


Tell your friends...and check over 
your own shoe needs, too. For you'll 
want to take advantage of our splendid 
shoe values...and this rare oppor- 
tunity to earn your prize in a hurry. 


B. & B. SHOE CO. 
Brown Shoe Store 


301 College St. Springfield, Mo. 


This two weeks’ offer proved a sales stimulus 
for B. & B. Shoe Co., Springfield, Mo. 


One of the most effective methods 
of suggestive selling is used in the 
Titche-Goettinger Co. department 
store in Dallas. This originated 
with buyer H. M. Bridges, and con- 
sists in simply asking a customer to 
“model” a new shoe which has just 
been put in stock. No attempt is 
made to sell the customer, but great 
care is always taken to bring out a 
brand-new shoe which is suitable to 
the lady. 

Bridges spends considerable time 
in watching the buying habits of 


* his trade for the purpose of serv- 


ing customers better. His observa- 
tions on this score were: “A study 
of the characteristics of people, 
their way of dress and little man- 
ners in which they act, will help 
selling a great deal. If a lady 


1935 


walks into the department rapidly, 
that indicates that she wants fast 
service. She does not wish to be 
rushed, but served promptly. 

“Tf, on the other hand, a customer 
saunters in, a certain amount of 
time is taken in the fitting, but, 
knowing her style of buying, she 
can be made to buy in short order. 
The trick here is in keeping her 
mind on shoes and never leaving 
her. In other words, to dominate 
the sale so that her attention will 
not be permitted to wander.” 


Or; 


F OR you men who work in clothing 
or department stores, take this tip 
from Alex Kothvitz, who has the 
shoe department in the Byrd Cloth- 
ing Store in Houston. Clothing 
salesmen in his store are told of the 
advantages of changing their shoes 
at least once during the work day. 
Kothvitz has so sold the boys on 
this idea that a great many of them 
keep their extra shoes right in his 
department. To show that his heart 
is in the right place, he keeps these 
shoes shined up at all times and 
also keeps trees in them. There is 
a lot of good shoe selling sense in 
this practice, as a little reflection 
will show. 


To demonstrate a patented feature 
sole shoe which he sells, W. A. 
Conner, Tyler, Texas, has the cus- 
tomer step on a flat piece of metal 
which has a raised button, then by 
the way of contrasting the feeling, 
takes a shoe with a regular hard 
sole and goes through with the same 
performance. The difference is so 
apparent that the sale is usually 
clinched then and there. 


OP) 


HERE is another viewpoint on 
P.M.’s_ The greatest style creator 
that a shoe store can possibly have 
at its disposal is the good old P.M. 
system, in the outspoken opinion of 
Sid L. Lazarus, who operates the 
I. Miller shoe store and department 
in Tulsa and Oklahoma City. Just 
P.M. the first hundred pairs of 
some one brand-new extreme style 
and watch these shoes get good all 
of a sudden, says this clever shoe 
merchandiser. 
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Shoes, with “Bench Brand” outsoles 9 iron thick, 
worn under severe conditions, show amazing 
resistance to more than 1000 miles of service. 


In youth these shoes were beautiful to behold. Although “born to the 
purple” with brilliant black upper leather, fine fittings and “BENCH BRAND” 
soles, their tired and wan look proves they never knew a life of luxury. It 
was their lot to travel a hard row, not to shine as “Parlor Footwear”. Their 
history has its moral. 


KISTLER"BENCH BRAND’ SOLE LEATHER 
A BALANCED TANNAGE 

always enjoyed an enviable service record. For an endurance test we had the 
French, Shriner & Urner Manufacturing Co., of Boston, make two identical 
pairs of shoes. Last 4nd size to conform to the feet of two men doing similar 
work under similar conditions. How those shoes stood up to their duty! More 
than 1000 miles of wear for each pair is truly remarkable. It shows that shoes 
bottomed with our “BENCH BRAND” tannage merit your confidence. Don’t 
pay the penalty of poor sole leather. 


SOLES is about 13% of the FOUNDED - 1840 


-BOSTON:-MASS.: 
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The Color You 
In The 

To Retail Profitably 
WIRE—WRITE-— 


us. 


ASK YOUR E-J SALESMAN to show 
you the complete Endicott-Johnson line. 
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Stock 


Want 


Patterns You Want 
at $3.00, $4.00 
PHONE—Your Orders 


'Endicott-Johnson offers with pride the 
finest selection of smart, cleverly styled 
Blues to retail at $3. and $4. Blues are 
the outstanding vogue for Spring... . 
these charming styles the fastest sellers. 
Observe the intriguing variety, the distinctive 
details, the quality appearance of the six shoes 
illustrated. You will find the same standards of 
excellence maintained throughout the line. 


The $4 retailers are manufactured by the 
Sbicca process, one of the most expensive 
shoe-making methods .... an unusual feature 
in this price range, but typical of Endicott- 
Johnson value |! 


4534 Blue Kid Pump with vamp 
cutouts, White quarter underlay 
and vamp piping, stitched with 
grey. Sbicca Process. Sizes 
AAAtoC ..... $2.60 


4544 Blue Kid and Swirl Front 
Strap, stitched in Blue, Sbicca 
process. Sizes AAAtoC . $2.60 


4535 Blue Kid and Fabric Tie. 


Sbicca process. Sizes AAA 


4306 Blue Fabric Tie with White 
Stripping and binding. Sizes 


4532 Blue Kid Tongueless Tie 
with Blue Swirl Tip and Foxing 
underlays. Sbicca process. Sizes 


ARAWC...... 


4313 Grey Fabric Tie with Black 
Patenttrim. SizesAtoC . $2.10 


25 | 36 
4534 j 
y y 
7 
4544 
e. 
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Sign Posts Point to Real 
Progress in Texas 


methods and styles. Boys that have 
made these trips come back full of 
practical information as to why the 
shoes they are selling are right in style 
and right in price. 

Leon Collins reasons that the fact of 
so many chains fading is due to the 
loss of personal attention and to the 
constant changing of managers. Per- 
sonal contact is most essential in sell- 
ing shoes, he finds. In the group of 
six stores of which he is president, the 
head of each store is considered by 
those in the community as being the 
boss, thus taking away the usual chain 
store hostility. 

The Walk-Over shoe department was 
opened in the Cox department store 
last Fall with men who had been sell- 
ing good shoes in Waco for years. 
This gave a personal touch which 
made the establishment of the depart- 
ment comparatively easy. L. D. (Dan) 
Boone is one of those managers who 
believes that he can make money in 
the long run by having experienced 
shoe men working with him. 

“Salaries may seem large but sell- 
ing costs are low,” was his observa- 
tion as he went on to point out that 
call trade is easier to build in towns 
the size of Waco than it is in big cities. 
Then again, it is easier to get closer 
to customers, and once customer con- 
fidence has been built, the trade will 
depend on the salesman’s taste and 
judgment rather than their own. 

“We have built a nice business here 
through keeping right after our trade. 
All the boys, as well as myself, use the 
telephone a great deal in telling our 
customers about new shoes. They cer- 
tainly appreciate this service. During 
sale time we do not have the oppor- 
tunity to call many people, but one 
phone call made by one of the boys 
resulted in one woman telling eight 
of her friends about the sale. All of 
the eight bought shoes. 

Take the concrete example of the 
happenings in the Hendler Booterie in 
Temple. I believe this to be typical 
of the changes that have transpired in 
many shoe stores in different parts of 
the country. It shows a trend and a 
current situation that is most hopeful. 
Temple is a farming community of 
15,000. S. K. Hendler tells me that, 
back in 1929, retail prices started at 
$6.50 and went up to $13.50, with 
$10.00 being the average price. 
the 1931-1933 period all the top lines 
were tossed overboard. Last year he 
tried out $3.95 shoes but lost out on 
them, as $5.00 represented his volume 
price. The $6.00 shoes are now bear- 
ing the brunt of the selling, but they 
are slipping somewhat in favor of three 
higher priced lines which have recent- 
ly been put back on the shelves. 


During. 


[CONTINUED FROM PAGE 19] 


“We ran off lots of people when we 
dropped these good lines that we had 
carried for many years. Last Fall we 
did a real advertising job to let the 

*people know that we had them back. 

This campaign netted us a 46 per cent 
gain. That means that we are getting 
a good proportion of the old trade back 
again, because in a city of our size, 
we must sell the same people over and 
over again. Most of the increase in 
business is in the very narrow widths, 
and we feature most of our shoes in 
AAAAA’s. Past performances have 
proved so successful in regard to the 
gain in better shoes that local condi- 
tions are being watched very closely, 
so that we will know when to grade 
up even more,” Mr. Hendler finds. 

The public is changing a great deal 
in its shoe buying habits, reports Joe 
Lee Thompson of McCelvey-Hartman 
Co. “Customers know what is good 
in style and what is not. They read— 
go to the movies, and when they go 
into a store they ask for certain 
definite types of shoes. This has prac- 
tically killed the so-called staple shoe 
business. Women who were our good 


Heads Philadelphia Group | 


IRVING S. FELDMAN 


Mr. Feldman is president of the Inde- 

pendent Shoe Retailers Alliance of 

Philadelphia, a live and aggressive 

merchants organization which is carry- 

ing on a vigorous fight in behalf of 

chain store tax legislation in the Key- 
stone state. 


customers in staples are now buying 
the smart dressy low heel styles. Fully 
75 per cent of our trade is on 11/8 
heels and lower. This change has de- 
veloped fast in the past year and we 
believe it to be a wonderful good thing 
for the retail shoe business in general,” 
observed Mr. Thompson. 

In addition to operating a first class 
men’s clothing store with an active 
shoe department, Charles S. Cox has 
a stock farm which he runs on the 
same principles as his store. He tells 
me that the early freeze killed small 
grains, but as these were immediately 
replanted, no great harm was done. 
Speaking from intimate practical ex- 
perience, Mr. Cox reports an excellent 
feeling among the farmers. Now in his 
role as a shoe man, he sees a tremen- 
dous big sportswear and sports shoe 
business for this Spring and Summer. 
He points out that last year nearly 
all the men in Temple bought just 
plain staple shoes on account of their 
financial conditions. This same situa- 
tion has occurred for the past several 
years. This year he predicts that 
hundreds of young fellows will buy 
sport shoes, including many who have 
never worn them before. The sports 
shoe business is only three years old 
in Temple, and a great many young 
men who are logical buyers for shoes 
of this kind have never before had the 
price. 

For a time it looked as though 
Austin’s Progress would be unreported. 
Hotel reservations do not mean much 
when the legislature is in session, but 
then, ways are always found in which 
to get satisfactory housing. 

For ten years the French Boot Shop 
has been conducted as a woman’s high 
grade shoe store. F. M. Boyd empha- 
sized the fact that a store that reduced 
its overhead and held to quality found 
it possible to keep its head above water. 
This store formerly had a base price 
of $10.50. Then it dropped to $8.50, 
with a very few at $6.50. Regardless 
of the price changes, the store was 
operated on the same standards as pre- 
viously. Customers were cultivated a 
little more closely. 

“And now,” reports Mr. Boyd, “many 
women who left us though necessity 
are back and are better customers than 
ever before.” 

A good insight as to why the de- 
partment store of E. M. Scarborough & 


‘Sons is showing such an excellent gain 


in business was developed in talking 
with A. W. Schmidz of the shoe depart- 
ment. He said: “We department store 
men have a real opportunity to do 
promotion work that is denied the op- 
erators of shoe stores. Here we work 
very closely with the ready-to-wear, 

[TURN TO PAGE 42, PLEASE] 
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WE sell a great many of these, madam. The patented Treadeasy 
longitudinal arch-supporting saddle means an extra comfort that 
women appreciate. 


What does it do? 


It gives close-hugging support and a firm fit. That's why it felt 
so snug and comfortable when you tried it on. 


It certainly did, almost as though it had been made for me. 


P.W. Minor & Son have developed and patented this arch-sup- 
porting saddle and it is exclusive with them. 


Does this feature come in all the new Spring Styles and colors? 
Oh, yes, madam, Treadeasy Shoes are beautifully styled. 


And my foot tells me they're most comfortable, tool! 
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Yet Have An 
Exclusive Patented 


Arch-Supporting Saddle” 


NEW TREADEASY 
WELTS IN STOCK 


The 
EMILY 
No. 7029 — Black 
Dull Kid, Grey Silk 
Stitching. Sizes 
AAAA to B, 3!/2 to 
9 


$4.20 


The 
PAQUIN 
No. 7008 — Black 
Kid, Grey Silk 
Stitching—Full kid 
lined. Sizes AAAA 

to B, 3 to 9. 


$4.75 


The 
ELINOR 
No. 7017 — Black 
_ Dull Kid Grey Ox- 
ide Underlays and 
Piping, Grey Silk 
Stitching. Sizes 
AAA to D, 3!/9 to 9. 


$4.75 


Our New Spring and Summer Catalog listing 149 
IN-STOCK styles is just off the press. Send for 
your copy TODAY! 


D\W-MINOR € SON, INC: BATAVIA-NE\V YORK” 


NEW YORK CITY SAMPLE ROOM ® 732 MARBRIDGE BLDG. *© BROADWAY AT 34TH 


When writing advertisers please mention Boot and Shoe Recorder 
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SIHMES 


National Shoe 


FOUNDED 1912 


“The Barometer of business in the retail shoe store indicates the economic health of the industry." 


Mittelman Predicts 
Business Outlook 


ATa special meeting of the Execu- 
tive Committee of the National Shoe 
Retailers Association, in preparation 
for a Style Conference to be held at 
the Waldorf-Astoria Hotel, in New 
York City, on April 29 and 30, 
President M. A. Mittelman of De- 
troit, said: 

“Business in my stores is bet- 
ter now than it has been during 
any corresponding season for a 
period of five years, and it seems 
that a general tone of improve- 
ment is noticeable in the primary 
industries throughout the coun- 


“Automobile concerns expect to 
reach peak production this year, and 
the steel industry is in a better posi- 
tion than it has been for a long 
time. 

“Throughout the world a steady 
increase in commodity prices has 
been noticeable in the past few 
months, and with only one or two 
exceptions the major countries of the 
world find business healthier because 
of this rise in commodity prices. 

“Inflationary measures already in- 
stigated in this country have brought 
activity to business and I believe that 
the further inflationary methods now 
contemplated are bound to bring bet- 
ter business to the business men of 
America. 

“From all sections of the country 
we have received at the National 
Shoe Retailers Association headquar- 
ters, 3022 Empire State Building, 
New York, reports indicating that 
improved business is being enjoyed 
throughout the country. 

“It is encouraging to notice that 
quality merchandise is staging a 


steady comeback, not only in the 
shoe industry, but also in the ap- 
parel industries. 

“My belief is that the improve- 
ment of the whole economic pic- 
ture depends upon the successful 
operation of the retail store. I 
believe that ‘only through the suc- 
cess of the retailer can prosperity 
return.’ 

“The opening days of Spring 
have brought good business to 
American merchants and I pre- 
dict the retailers will enjoy in- 
creased business during the en- 
tire year.” 


KiLL CoMPETITION COMPLEX. 


Don’t waste your time worry- 
ing about how to meet the other 
fellow’s price-cutting methods. 
Spend your time trying to learn 
how to render better service to 
your customers. Cheap prices 
alone never have and never will 
hold customers permanently. 
Good service will increase your 
sales. 


Threat to Retailing 


The Black Thirty-Hour Bill, pro- 
viding a thirty-hour working week 
for all who are subject to Codes (at 
present wages) is now before the 
Senate. If passed this bill will prob- 
ably raise the prices at least 20 per 
cent, and cause widespread economic 
difficulties, if not a consumer’s strike. 

Main objections are: that more 
than 90 per cent of the dealers’ mar- 
gin will be required to pay labor 
costs; that cheaper products will be 
bought; that consumption will fall 
off to effect reduced employment; 
that large concerns with large in- 
ventories will bring severe pressure 


e 


on the independent retailer who is 
unable to make large purchases at 
high discount; that foreign-made 
goods will dominate and undersell 
American-made goods. 

The N.S.R.A. is combating this 
bill through the Retailers National 
Council, of which it is a member, in 
order that the voice of a millon re- 
tailers may rise in protest against 
this drastic action. 


Massachusetts 
Chiropody Bill 


Due to the concerted action of the 
N.S.R.A. and the shoe retailers of 
Massachusetts, latest reports say that 
the bill to prevent retailers from 
selling arch-aids, appliances and arch 
shoes has been brought to a stand- 
still and it is expected that the record 
of the votes will spell D-E-F-E-A-T! 


Tide of Retail Taxation Rises 


. . . West Virginia has passed a 
bill to tax retail stores: 


“The license fee was graduated ac- 
cording to the number of stores. Upon 
one store the fee was to be $2; upon 
two stores or more, but not. to exceed 
five, the fee was to be $5 for each ad- 
ditional store; upon six or more, but 
not to exceed 10, $10 for each addi- 
tional store; upon each store in excess 
of 10, but not to exceed 15, $20; upon 
each in excess of 15, but not to exceed 
20, $30; upon each in excess of twenty, 
but not to exceed 30, $35; upon each 
in excess of 30, but not to exceed 50, 
$100; upon each in excess of 50, but 
not to exceed 75, $200; and upon each 
in excess of 75, $250.” . 


Such a bill is also before the legis- 
lative body in Nebraska—and it is 
quite possible that a wave of these 


’ bills might sweep the country. 


The matters discussed on these pages are solely the expression of the National Shoe Retailers Association. 


AX 
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Retailers Association 


NEWS BULLETIN 


Service Center—3022 Empire State Building, New York—John J. Holden, Manager 


Isle of Style Inspiration Draws Shoemen to Conference 


New York City, World Center for Shoe Styles, Beckons to Shoe Mer- 
chant, Manufacturer and Tanner and Commands Attendance at the 


Seasonal Style Conference of the National Shoe Retailers Association 
on April 29th and 30th at the Waldorf-Astoria Hotel. 


New YORK CITY has received a new importance in 
shoe designing during the past few years. 

Long regarded as the Paris of America, it is now recog- 
nized as the shoe style center of the world. 

The National Shoe Retailers Association, with regard 
for the place of New York in the fashion world, has seen 
fit to call it the “Isle of Inspiration”—so termed, it wel- 


comed shoedom to its 24th Annual Convention and now 
the N.S.R.A. extends an invitation to shoemen to come 
again to the Isle of Inspiration and to attend the Style 
Conference to be held at the Waldorf-Astoria Hotel on 
April 29 and 30. . 

During the 24th Annual Convention and Exhibition, 
the following script was flashed on the Style Show Movie 
Screen—to lend a proper style tempo to a meeting devoted 
primarily to merchandising in shoes. 

It is fitting to offer once again to the American shoeman 
this significant bit of writing dedicated to the N.S.R.A. 
STYLE CONFERENCE CENTER and to the crossroads of 
shoemen: 

NEW YORK—THE ISLE OF INSPIRATION 


Faint whispers, almost hushed within the city’s canyons, 
ascend above the skyline and rise to a turbulent roar that 


reaches the farthest corners of the earth. . . .This is New 
York—the “Isle of Inspiration.” An isle that receives a 
constant influx of all the Arts; a magnet drawing the 
Genius of all the cultured world. This is the Isle of In- 
spiration and re-creation. 

To New York come the ambitious and talented artists 
who have graduated from the Old World school to apply 
their arts and crafts. This is the destination of the cara- 
vans of the world . . . from the many lands which New 
York ignites with the spirit which makes their products 
surge into life and become the living exponents of the true 
artistry of New York. Into this harbor glide ships that 
search the far corners of the earth for the New, the Beau- 
tiful, the Exotic, the Rare. ... 

Here we find the most comprehensive concentration of 
talent and artistry from those whose very efforts express 
the vibrations of creations. Here we find thousands of peo- 
ple—season in and season out—year after year—who dedi- 
cate their lives to re-creating and embellishing the beauty 
and trasure of all the world . . . working with style and for 
style alone. 

On the “Isle of Inspiration” we find the loveliest women, 
dependent upon the creative genius of the New York de- 
signers to aid them in vividly dramatizing their loveliness 
and concealing their flaws. For loveliness is not mere 
beauty, but rather the portrayal of rare quality, chic and 
glamour which only true Style can bring to the fore. 

To the visitor—buyer, merchant, or sightseer—the women 
of New York personify the consummation of style perfec- 
tion. It is an axiom that of all the Fashion Capitals, New 
York presents more beautifully dressed women. No fashions 
are World Fashions unless they are accepted by Fifth Ave- 
nue, on the “Isle of Inspiration.” 

By coming into the New York market as frequently as 
possible, the shoe buyer gathers more than style informa- 
tion and merchandise to fill his shelves. Simultaneously 
he grasps the quintessence of New York’s spirit—its Life, 
Color and Charm. He finds it constantly wherever he 
treads. Everywhere does he meet an unceasing procession 
of elegance and style which emanates from the far-reaching 
imaginations of New York’s designers. 

The benefits of these visits to America’s Capital of 
Fashion are obvious. To become immersed with the spirit 
of New York is inevitable, and this increment to the shoe 
buyers’ ability reflects itself constantly in the progress of 


- the store. This spirit is advanced to women in large cities 


and small communities—in the South, in the North, and in 
the Far West—so that everywhere the glamorous essence 
of America—the Spirit of New York—the “Isle of Inspira- 
tion” is immortalized. 


"The N.S.R.A. Style Conference is a great contribution toward anticipations in manufacturing and efficiency in retailing.” 
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is reflected in the modish 
7-eyelet oxford. 


Shoes of this design require 
eyelets .. . They may be the 
“INVISIBLE” or the modern 
roll setting “INVINCIBLE” 
(visible) type. In either case 
they are smooth fitting and 


there is no roughness on the 
inside of the shoe. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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THEY'VE DISCOVERED 
WHITE KID 


They’ve taken to pretty, frilly dresses, in candy col- 

ors, they’re concentrating on daintiness. They're 

asking for white shoes that make their feet look small 

and elegant, they like the suppleness and the sub- 
dued sheen of 


Vode W hite Glazed Kid 
No. 50 


STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 


When writing advertisers please mention Boot and Shoe Recorder 
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Sign Posts Point to Real 
Progress in Texas 


[CONTINUED FROM PAGBP 36] 


hats, bags, gloves and shoes, all pro- 
moting the same styles in harmony 
with one another. We have just fea- 
tured ‘Blue and White’ in all depart- 
ments, with excellent results. Pre- 
viously, the department heads worked 
together but not nearly as closely as 
we are doing at the present moment. 

“Sportswear will come in for the 
next store-wide promotion. This means 
that more women will buy complete out- 
fits in our store. All departments have 
instructions as to what other depart- 
ments are showing in related merchan- 
dise, so that the salespeople can talk 
intelligently to their customers. 

“This simplifies the merchandising 
problem over what it was a few years 
ago. Customers have a very keen ap- 
preciation of style and know the value 
of having the proper accessories. 

“The old way of buying shoes with 
one’s eyes closed is all gone. We are 
now buying shoes for a definite pur- 
pose, then promoting them in all our 
publicity from the same angle. The 
men’s shoe department and the wo- 
men’s shoe department often work to- 
gether promoting the same kinds of 
leathers or materials very successfully. 
Air conditioned shoes lend themselves 
to this type of work.” 

Shoe retailing in Austin in the 
retrospect and as it exists now, was 
graphically described by Lynn Dilling- 
ham. “The shoe business has taken on 
a different color here in Austin during 
the past 30 years,” he said. “There was 
a time when one could only get good 
shoes at very few places. Twelve years 
ago there were only three shoe stores of 
any consequence here; now 15 stores 
major in shoe selling. In addition there 
are 30 more stores downtown that han- 
dle shoes in one form or another. 

“The only way the individual store 
can hope to survive is through render- 
ing some kind of a personal service 
in the community. We are operating 
through a health service point of view 
and specialize in shoes for men ‘and 
women. This is an outgrowth of our 
40 years of running a family shoe store. 
If one will check back he will find that 
every store in the city is specializing 
on some one kind and type of shoe.” 

Joe Dacy has had four shoe stores, 
mostly style propositions, and he still 
has one of this type. Eight months 
ago he opened up.a fine family shoe 
store and now feels that he is on the 
right track. He finds that previously 
he might get one or two of the younger 
members of the family, but now the 
entire family comes trouping in, spend- 
ing $30 to $40 for one shoe bill. The 
family store is building up a business 
for all time and is appealing to all 
members of the household. Such a 
store, however, must concentrate on na- 
tionally advertised merchandise and 
carry a stock that will reasonably sat- 


isfy the great majority of the trade 
it seeks to attract. 

In Brenham most all the stores 
grouped around the Court House are 
featuring $1.95 and $2.95 shoes. The 
one exception is the general store of 
H. F. Holt Co. W. H. Warnasch is 
the shoe buyer and from him I learned 
that farmers, as a whole, are in good 
shape, as they either have money or 
have good credit. The Holt store is 
quite a bit easier on credit this Spring 
than heretofore. 

According to Mr. Warnasch, this 
store did carry women’s shoes which 
retailed as high as $12.50, and they 
made money selling them, too. Then, 
these shoes were mostly of a staple 
variety. Now, he figures that with 
conditions as they are, a $6.50 retail 
price is about as high as he should go. 
He knows that quite a few better shoes 
are being sold to women in his town 
by the Houston stores, but the style 
element is such that it would be very 
foolish for him to attempt to carry 
them. 

Shoe business for this Spring has 
all indications of being very good in 
the Holt store. Blues are selling at 
the moment and will continue to be 
good until Easter time. A year ago 
most ali the sales were all whites. Peo- 
ple from the small towns are buying 
a few white shoes now, especially those 
who have very narrow feet. Indica- 
tions are that white sales will top those 
of last year. And right here, I want 
to say in closing this chapter, that Mr. 
Warnasch has assembled as pretty a 
collection of shoes for his townspeople 
as I have been in many of the towns 
from 10 to 25 times his size. Take 
it from me, there will be plenty of 
styleful shoes sold in the Texas small 
cities this Spring and Summer. 


New Shoe Department 


New ORLEANS—The Marks Isaacs 
Company, 715 Canal Street, has opened 
on the first floor of its store a new 
women’s shoe department, known as 
the Economy Shoe Shop, under the 
management of Robert N. Samuels, 
who has been in the retail shoe business 
in New Orleans for the past several 
years. 


Stops Tongue Twisting 


LYNN, MAss.—A new method of pad- 
ding tongues of shoes has been worked 
out here, and claim is made that it 
stops tongue twist, or the turning of 
tongues to one side or the other in 
shoes, and, also checks the crumpling 
of tongues down into shoes. 

The piece of felt with which the 
tongue is padded, is cement welded to 
the leather of the tongue. It’s a new 
machine process. 
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Is the Shoe Man Always Right? 


[CONTINUED FROM PAGE 15] 


Say what you will, our present liberal 
adjustment policy breeds complaints; it 
encourages poor fitting, for it tempts 
the customer to take a chance on shoes 
of a doubtful fit, knowing the store 
will “make good.” 

The truth is that the only laboratory 
for determining the correctness of the 
fit is the wearing of the shoe. Before 
the shoe is worn the customer cannot 
be positive; the shoe man cannot be 
positive. 

The customer must accept the re- 
sponsibility for the fit because she 
alone has the final say in the matter. 
She alone benefits by a correct decision; 
she alone should be penalized if her 
decision is faulty. ; 

Our present flood of unjust com- 
plaints began at only one source, our 
liberality in adjusting what we called 
“just” complaints. But once a new pair 
was given on a complaint, then for- 
ever afterward that customer and her 
friends assumed the right to a new 
pair on any complaint whatever. 

It has worked out exactly as has the 
government relief program. Those 
who at first accepted relief groceries 
with gratitude now demand them with 
insolence. 

I am not writing all this to furnish 
arguments to be used on the customer. 
I am trying to persuade shoe retailers 
themselves, especially the better grade 
dealers, that their new pair policy is 
morally wrong and that it reacts 
against the store rather than in its 
favor. 

We can never reform the customer 
till the trade itself is convinced that 
“ynder no circumstances can a worn 
shoe be returned.” That goes for fits 
we okay just the same as for those 
without benefit of our approval—or the 
whole program fails. 


Low-Heel Sandal Vogue 


AUSTIN, TEXAS—Quite a vogue of 
low-heel sandals is anticipated by the 
French Boot Shop, but the trade is de- 
manding more of the closed types, or 
sandals with toes and heels. Right now 
the shop is selling a considerable 
amount of blue, black and brown linen 
shoes which are trimmed in white, but 
soon the swing will be all to white- 
trimmed styles. 

While this is now a big patent coun- 
try, F. M. Boyd pointed out that they 
are moving quite a few patents in blue, 
white and red. He looks for a real in- 
terest in pink, maize, light shades of 
blue in bucks and some linens. Shoes 
priced at $8.50, $10.50 and $12.50 are 
showing the most action for this Spring. 


New Chicago Store 


Cuicaco—Berland Shoe Stores an- 
nounce the opening of a new store at 
an early date in the building now being 
remodeled at the southwest corner of 
Sixty-third and Ingleside Streets. 
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Nisley Shoe Company, Pittsburgh. 
Grand Rapids Planned and Equipped. 


by this organization is not only smart and modern in 
appearance, but thoroughly practical and efficient 
in operation. 


For thirty-five years of experience in planning stores 
have taught us the vital necessity of a proper store 
layout to insure maximum sales volume and profits. 
There must be no waste space, no “dead areas,” 
every square foot in the store must be utilized to its 
greatest advantage. 


“Modernize for modern business.” It will pay you 
handsome dividends. 


GRAND RAPIDS STORE i 
EQ UIP MENT COMP ANY Grand Rapids Store Equipment Co. = 


* 


Main Offices and Factories: 
Grand Rapids, Michigan 


Branch Offices and Representatives in Principal Cities | City State. 


But before you enter into such a program, be sure 
you have the best counsel available in the all 
important matters of your store plan and the type of 
equipment best suited for your particular needs. 


You do not obligate yourself when you call us in for 
consultation. There is a Grand Rapids representative 
near you who will gladly call and discuss store 
modernization with you and give you the benefits 
of his experience in meeting problems similar to 
yours. 


There is business to be had. Whether or not you gef 
your share, depends on the steps you take now 
to get it. — 


MAIL THIS COUPON TODAY 


Grand Rapids, Michigan 


Please send us further information on your 
Store Planning Service and Equipment. 


Name Address. 


When writing advertisers please mention Boot and Shoe Recorder 
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In this gistinguished oxford for town wears Stetson 
| aro has taken full advantage of the beavty of Evans 
famous Kis. The delicate stitching and perforation’ 
combine admirably with the 
the leathet- Stetson Shops throughout 
are now showing this clearcut classics fashioned 
Kid Leather, rannage of John vans Co.; 
Camden, New Jersey 3 
you yIND THEM IN THE BEST sHOES 


~ Successful manufacturers know from experience that much © 


of the smartness and comfort of a shoe depends on the 
upper leather they ae That is why so many rely on the 
sturdy, ‘ee mellow tannage of the John R. Evans Co. for 
beauty of a pattern, moulds itself softly, yet snugly to the 
foot, and adds a real sletlioa of value to a shoe. In brown, 
and standard colors — and the famous black [ Ruby 
kid. Julia R. Evans and Company, Camden, New Jersey. 


THE KID WITH A DEFINITE SALES INFLUENCE 
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Salesmen That Work Day 
and Night 


[CONTINUED FROM PAGE 21] 


appear under artificial lighting, but be- 
cause such lighting, plus the fact that 
street traffic is less dense at certain 
hours, makes it possible to produce bet- 
ter photographic results. This week, 
however, we show two windows photo- 
graphed especially to bring out the 
fact that they light up well. They are 
the displays by Sakowitz Bros. in 
Houston, and Blount-Harvey Company, 
Greenville, N. C. 

The Sakowitz Bros. window was 
noteworthy because of its attention 
value and attractiveness during the day 
and its unusual effectiveness at night. 
Against a black backgound, the motif of 
a crystal gazer looking into a glass to 
discover the shoe fashions for the com- 
ing season, was employed by Display 
Manager G. R. Burghand and his as- 
sistant, J. H. Shaub, to produce a dis- 
play that was truly a masterpiece. 

A large island case was used and this 
accounts for the fact that the shoes 
were facing at three different angles. 
Glass and metal clips were prac- 
tically the only materials used in pro- 
ducing the trim. The clear glass al- 
lowed the shoes to be seen to the best 
possible advantage. The cylinders used 
were the old type gasoline pump tops, 
and were obtained at a very low figure. 
For the flat glass, ordinary plate glass 
show case shelves were used. 

The effect of the head standing out 
in bold relief was obtained by using 
a long, black tube with the globe placed 
on a glass shelf. The head is sup- 
ported on a 42-in. piece of glass. A 
2-in. pine strip, silvered, was the base 
of the Delman sign. The entire trim 
was in black and silver. One center 
card told the story. It read “PROPH- 
ECY ... The Crystal Shows the Great 
Future for Delman Shoes.” In the 
“crystal,” which was an inverted globe, 
a single shoe was spotlighted. 

It is the shoe display policy of 
Sakowitz, as promulgated by the wo- 
men’s shoe buyer, W. H. Sherwin, 
always to dramatize one certain shoe 
by using a window featuring that par- 
ticular model. The psychology behind 
this idea is that when only one type of 
shoe, or one group of similar shoes, is 
shown at a time, the descriptive show 
cards telling the use of the shoe will 
have the greatest possible selling 
power. A woman may be shopping 
along the street and only mildly inter- 
ested in shoes. But when she sees one 
important window playing up a cer- 
tain shoe idea, she is interested and 
likely to be impressed. There is more 
probability that she will stop to study 
the window and thereby become really 
interested in the merchandise than if 
30 or more unrelated styles were shown. 
The featured shoe registers in her mind 
and she remembers the short story of 
the use of the shoe and its place in 
the fashion picture. 


Every style in the Sakowitz shoe 
stock is featured in the window at some 
time or other during the selling sea- 
son. Sometimes the featured idea is an 
individual pattern, sometimes a mate- 
rial or a type of heel or some other char- 
acteristic common to a group of shoes. 
In this case the window served as an 
announcement of a new line of shoes 
in the store. Newspaper copy carries 
through the same promotion thought. 

In the case of the Blount-Harvey 
window, the background was con- 
structed with a wooden frame covered 
with homespun or domestic, which was 
“kalsomined” in the desired tint, ac- 
cording to Advertising and Display 
Manager W. L. Nisbeb, Jr. The alumi- 
num foil-covered strips and trimmings 
produced a smart, modern effect that 
was very striking. The body of the 
window was in white, the panels in 
green, the sketch in yellow, orange and 
brown, a dark and light shade. The 
whole window is framed with a light 
brown valance, with the name on the 
slanting panel in the foreground. 


ADS THAT SELL SHOES 


Nashville, Tenn—When L. H. Brown took 
over the management of the shoe department 
in the Cain-Sloan Co., Nashville, he had an 
agreement with the store management that 
he could advertise as he saw fit. The reason 
for this was that Mr. Brown has some very 
definite ideas about retail shoe advertising. 

In an interview with him, he stated, "Since 
1929 we have gone through two complete 
changes in customer buying habits. During 
the 1930-1933 period was the time when the 
customer had to be sold. Our sales people 
were instructed to do some real old fashioned 
selling. Newspaper copy as well as windows 
was keyed to the utility and price appeal. 

"The second period began last year when 
the public wanted to be served and did not 
want to be shown a $10.50 shoe when they 
asked for a $6.50 one. 

“People do not have time or the inclination 
to read long stories. They read the news- 
papers quickly. They read advertising even 
quicker. A qood picture saves them a con- 
siderable amount of reading, especially in 
shoe advertising. 

"As | see it, shoe advertising resolves itself 
into a good illustration, a short description 
telling the use of the shoe, and the price. 
All of our shoes are specially drawn for us 
so that our ads will qet away from the usual 
run of copy. The very fact that these shoes 
are specially drawn adds life and interest to 
the advertisement. 

"The ber of people who come in asking 
for certain shoes which have been advertised 
since this method has been adopted, makes 
us feel very confident that we are on the 
right track. There is no question but what the 
shoe department's advertising messages have 
been one of the dominant factors in the 
healthy steady increase in the business. | 
personally believe in advertising that sells 
shoes. This advertising has accomplished that 
for this shoe department." 


Santa Ana Retail Shoe 
Sales Up 20 Per Cent 


Santa ANA, CAL.—A survey of all 
shoe stores in the city of Santa Ana, a 
remarkably attractive city of 30,000 
people in the very heart of the premier 
Valentia orange section of America, 
shows retail shoe sales running about 
20 per cent above those of the corre- 
sponding months in 1934, and this 
despite the fact that Easter will come 
so much later this year as to cut the 
March totals down below what they un- 
doubtedly would have been with an 
earlier Easter. No medium sized city 
is more representative. — 

Schilling’s, the city’s oldest and one 
of its finest shoe stores, reports a 
steady gain, and Robert R. Schilling, 
proprietor, says the worst undoubtedly 
is past and the best is coming. 

Fred Newcomb, proprietor of New- 
comb’s, another fine store which during 
the last few months has taken on the 
I. Miller line of style slippers, says he 
has added noticeably to his volume. 

Mrs. Alice N. Peterson, known 
throughcut the West as one of the most 
successful women merchants, reports 
gains in all departments. Her store is 
decidedly a quality store She recently 
has added one salesman. 

George Sebastian, who operates the 
Brown-bilt shoe store, says his totals 
are at least 20 per cent above last year 
so far. 

Edward J. Busch, proprietor of the 
Economy Shoe Store, who has added 
one new department recently and who 
has increased his stock, reports a simi- 
lar gain in volume. 

Many stores dealing in lower priced 
merchandise such as Montgomery Ward 
and Company, the Famous Department 
Store, Kirby’s and Karl’s (both chains) 
report even larger gains 

Fred H. Rice, who has recently moved 
into a fine new store, reports business 
starting off very satisfactorily in his 
new location. 

Both the stores dealing in higher 
priced and those dealing in more popu- 
lar priced merchandise report a con- 
stant tendency toward better shoes and 
a lessening of sales resistance. 

The price of oranges last year had 
gone up to a point where the grower 
made some money again after low 
prices for three or four years. Much 
of the surplus money went into 
straightening out accumulated debts, 
but even at that more went into shoes 
and clothing than in many years. 

The orange crop this year bids fair 
to yield good profits and the growers 
are in position to spend even more 
money on their families. Hence the shoe 
retailers are turning bright eyes to- 
ward a brighter future, they say. 


New Spencer Store 


Worcester, Mass.—The Spencer 
Shoe Store is now occupying a fine 
new store at 375 Main St. The store 
has a modern front with two valuable 
display windows. 
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the makers of Opera Star Pumps take pride. . . 
APRIL 


Good Housekeeping 
tells Million 


R ea d ers 


Photos by Gray-O'Reill: 


Patent Leather (right)—Be dashing and 

with patent-leather accessories: po 

bag is large and to be smart has a Monocraft 
avy, 


and here's the 
IN-STOCK SERVICE 
with TEETH in it 


11 Styles — 80 sizes — 2 heel heights 
IN STOCK—98% of all orders filled the 
very day they are received. 


—increasing turn-over. 
—eliminating off-season markdowns. 
—generating 8% to 11% more profit. 


—enabling the buyer of Opera Star ; OPERA STAR PUMPS IN STOCK 
Pumps to fill in his stock as required. ; 11 Styles — 80 Sizes — 2 to 10 on Each Style 


ALL STYLES SEAMLESS 
in being AAAA to 17-8 Baby Louis to 


the most profitable one of the entire 6421 Patent Leather 2442 Patent Leather 


shoe stock. 7421 Black Baby Calf 1442 Black Baby Calf 


. 1221 Blue Kid 5442 Brown Kid 
The finest fitting pump known to the 1321 Brown Kid 3442 White Kid 


shoe world. 5421 White Kid 
8421 White Crepe Faille Terms: 5% 30 days 


LYNN, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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“What! You haven't heard!” 


“Of course [ have. Surpass 


is tanning BROWN and Blue 


as well as BLACK!” 


Many shoe manufacturers and shoe retailers are comment- 
ing on and already profiting from the "shoe saleability” 
of the striking new colors we are now tanning. These 
colors are chosen particularly in line with the ensembles 
prophesied by current stylists and designers. The BROWN, 
for instance, is neither too Red, nor is it Olive—it is a 
true, deep Brown of singular purity. The Kid which is 
tanned in these colors has that firm texture, that strength 
and body, along with an easy pliability and a smooth, silky 
grain, that lives up to the Surpass standard "that our 
leathers should improve in beauty with the finished shoe." 


BROWN 


AND 


BLUE 


as well as BLACK 


% Shoe Manufacturer 


% Shoe Retailer 


BOOT AND SHOE RECORDER, April 6, 1935 


‘An Easter Shoe Story | 


My Most Pleasant Experience 
In Thirty Years of Shoe Retailing 


By HERBERT J. RICH 
B. Rich's Sons, Washington, D. C. 


A WEEK or so before Easter, last year, a young man 
whom we will call Robert Jones, called and explained 
that he wished to give his Mother a pair of Rich’s 
Proper Shoes for Easter. He explained that she was 
employed in a local department store and that she 
was on her feet a great part of the day, and the present 
shoes, while very expensive, were not comfortable and 
that she would not buy another pair. He would give 
her cash on previous occasions and she would refuse 
to use it for herself. He suggested that a letter be 
written to her stating that she had been awarded a 
pair of shoes, but that his name must not be mentioned. 
The following is a copy of the letter: 


Dear Madam: 


You have been chosen as the recipient of a pair of 
Rich’s Preper Shoes without charge to you. 

Will you please call and bring this note for identifica- 
tion. 

You may call at your earliest convenience, preferably 
before Easter. 

We hope you will find it convenient to call shortly. 


Yours very truly, 
B. Rich’s Sons. 


Mrs. Jones phoned us on the Saturday before Easter 
that she would be unable to call before Easter to get 
her shoes and would it be all right to call after Easter. 
Of course, we told her it would be satisfactory. She 
called at the store a few days later and wanted to 
know who the mysterious donor was. She was as sweet 
and kind a soul as I had ever met and I explained to 
her that it would embarrass me considerably if she 
pressed the question further. So she agreed to accept 
the shoes gracefully. We fitted her in a pair of Rich’s 
Proper Shoes, which she said were the most comfort- 
able shoes she had ever worn and asked us to thank 
the donor for them. A few days later we billed the 
son for the shoes and the next day we received from 
the Mother the following letter: 


Gentlemen: 


I would like to thank you for the courtesy I received 
in your store on Saturday, when I was fitted with a 
pair of Rich’s Proper Shoes. 

These shoes were a gift from someone, and whoever 
they are, I would like for you to thank them for me 
most sincerely. 

I shall find great comfort in them, I am sure. They 
fit snugly, yet easy enough to be smart, and are a 
solid comfort. 

Thanking you again, I am 


Respectfully, 


The son called, paid the bill and wept tears of joy 
at the satisfaction his Mother had received from the 
shoes and was delighted to see the letter. Several 
weeks passed and the son called again to thank us 
for our courtesy and to explain how well pleased his 
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Mother was with the shoes and when I asked him if 
his Mother ever found out who the donor was he said 
that he finally told her because it had worried her 
considerably. 

Only a few days ago Mrs. Jones called me and told 
me how satisfactory the shoes were and how pleased 
she was with them, and assured me that she was recom- 
mending many of her friends to our store. 


New Sports Shoe Shop 


BaLTiMoRE, Mp.—Wyman’s have expanded their 
facilities for serving the sports footwear needs of their 
clientele through the opening of a new sports shop, 
known as the Cabin Sports Shop. It is an entirely new 
department of this prominent Baltimore shoe shop, 
devoted exclusively to sports shoes for golf, tennis, 
hiking and other out-of-doors wear, including the Hill 
and Dale line of sports footwear. 

A new shoe which is being featured in this new Cabin 
Sports Shop, is the “Town Crier.” It comes in a 
variety of leathers, colors, etc., including beige bucko 
with brown calf trim, brown bucko with white calf trim, 
blue bucko with blue calf trim, brown bucko with green 
calf trim and also with brown calf trim, and blue bucko 
with red calf trim. These shoes are retailed for $7.50. 


White and Lots of It 


Lone Beacu, Catir.—White and lots of it, plus 
lower heels, is the big chapter in the interesting story at 
Buffum’s, largest department store at Long Beach, 
where E. C. Bragg has been buyer for several years. 

“Even during the rainy weather in early March,” 
says Mr. Bragg, “40 per cent of the sales were whites 
and white with blue or brown trim. The demand for 
white started this year as early as February 1, the 
earliest in history. 

“T notice that the frequent remark, ‘Heels are lower,’ 
is actual truth, not just talk, this Spring. Practically 
all the shoes we sell have heels lower than those of last 
year. Short vamps and round toes are gaining in our 
city this year. 

“We are surprised at the demand for zippers. Long 
Beach is a sport shoe and spectator shoe town, and zip- 
pers are very acceptable on the homespun varieties not 
only in white, combinations, but also in blue, brown 
and black. 

“In dress shoes we find a good acceptance of gabar- 
dines. This is more true in colors and in combina- 
tions, yet in palm beach shades, it is becoming more 
and more popular. 

“There is no let-up in the demand for blue, except 
as white comes in more and more as the season 
advances. 

“We notice the incessant demand here for dressy 
spectators this Spring, shoes that can be worn for both 
dress and spectator purposes.” 


AND THERE IS 


FAIRY FORM 


EVERY TYPE OF SHOE 


SANDAL BY TUPPER, INC. 


The Sandal illustrated above and treed with 
the Flex-to-Fit Fairy Last attracts the cus- 
tomer’s attention immediately because the 
shoe appears exactly as it would on the human 
foot. Its smartness and distinctiveness are 
apparent and this first and important impres- 
sion persuades the customer to buy. Display 
your Spring and. Summer shoes on Fairy 
Forms. There is one for every type of shoe 
in your line. Flex-to-Fit Fairy Lasts are made 
in all the popular colors. 


SHOE FORM CO., Inc. 


AUBURN, N. Y. 


Manufacturing Branches 
United Last Co., Ltd., Montreal, Canada 
Northampton Paris Frankfort 


England France any 
Melbourne, Australia Mexico City, Mexico 
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Ideal for 
AND SUMMER 


 oofwear 


LOCKSTITCH 
SHOES 


These modern SEWED SHOES 
reflect the insistent requirements — 


of discerning women for foot- 
wear of dependable quality 
and comfort. 
Their popularity is recognized 
with continued enthusiasm by 
leading manufacturers and 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS. 


When writing advertisers please mention Boot and Shoe Recorder 
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NATIONAL NEWS 
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What's Doing In the Shoe World 


SATURDAY, APRIL 6, 1935 


Impartial Committee to Study Code 


Nationwide Investigation to Be Made to Obtain Pertinent Informa- 
tion Regarding Boot and Shoe Industry 


WASHINGTON, D. C.—An impartial 
committee of three members is to be 
selected shortly to handle a nation-wide 
investigation of the boot and shoe in- 
dustry, it was announced by the Na- 
tional Industrial Recovery Board. 

Coupled with this is the NRA an- 
nouncement that the public hearing, 
scheduled for April 16, to hear pro- 
posed amendments to the boot and shoe 
code, has been adjourned indefinitely. 

These two developments come as a 
result of the approaching expiration of 
‘ NRA, on June 16. With the probable 
extension of NRA by Congress, these 
developments are in the nature of a 
reorientation of the boot and shoe in- 
dustry under the Blue Eagle. This 
investigation is an attempt to obtain 
pertinent information on wage ad geo- 
graphical differences that exist in the 
industry, and other data that have a 
definite bearing, the effectiveness of a 
code for the boot and shoe industry. 

The public hearing of April 16 was 
scheduled for express purpose to hear 
the amendment proposing that non- 
members of the National Association 
of Boot and Shoe Manufacturers be 
given representation on the code au- 
thority. 

In explanation of this adjournment, 
Col. Walter Mangum, deputy adminis- 
trator of the boot and shoe division of 
the NRA, stated that the code authority 
member thought “it was foolish” to hold 
this hearing with the future of NRA 
undetermined at present. With the 
normal procedure in adopting this 
measure, its effectiveness would be 
sharply limited by time, possibly just 
getting on the books of the code author- 
ity before June 16. The policy now 
followed by NRA is to wait and see 
what Congress does with the Blue 
Eagle, before making any important 
changes in codes of various industries. 

The members of the impartial com- 
mittee have not been selected as yet, 
but this is expected soon. It is officially 
hoped that their work will form a 
“basis for aggressive action.” The 
duty of the committee will be to deter- 
mine the true state of effectiveness of 
the code on a national scale, clarify 


the issues involving various industry 
groups, and to make suitable recom- 
mendations for “reorientation.” The 
information gathered will be presented 
at a public hearing to follow. 

Thus, if Congress extends the life 
of the NRA, it is expected that the re- 
sults of the “committee’s work will have 
an important bearing on future codi- 
fication of the boot and shoe industry. 


Fight Sales Tax Increase 


SPRINGFIELD, ILL.—Opposition to pro- 
posed increase of the state sales tax to 
provide unemployment relief funds was 
launched March 25 by the Illinois Coun- 
cil of Retail Merchants, which led the 
fight against enactment of the original 
tax. 

Officials of the council informed mem- 
bers of the organization that a move- 
ment was reported under way to double 
the sales tax, in order to eliminate the 
necessity of increasing the gasoline tax 
for further relief funds. 

It is probable that leaders of the or- 
ganization will seek a hearing before 
the Assembly on the proposed legisla- 
tion when it is called for consideration, 
it was said. 


DATES TO REMEMBER 


National Foot Health Week April 22-27 


Joint Styles Conference and Tanners 
Council Fall Opening, Waldorf-Astoria 
Hotel, New York April 29-30 


California Shoe Retailers’ Association 
Convention, Biltmore Hotel, Los An- 
June 10-11-12 


Illinois State Shoe Convention, Leland Ho- 
tel, Springfield, Ill June 16-17-18 
Ohio Retail Shoe Dealers Association 
Annual Convention, Carter Hotel, 
Cleveland, Ohio June 16-17-18 
Pacific Northwest Shoe Retailers Associa- 
tion Annual Convention, Multnomah 
Hotel, Portland, Oregon... .June 17-18-19 


Michigan Reta‘l Shoe Dealers Association 
Convention, Detroit...Jan. 12-13-14, 1936 


Whites Early in Boston 


Boston, Mass.—White shoes in vol- 
ume appeared in Boston store windows 
during the sunny days of the week 
ended March 30. For the most part, 
however, these displays were confined 
to stores handling medium and lower 
grade merchandise, although one or 
two of the higher grade stores showed 
a few numbers. 

In shoes retailing from $3 to $5, 
were seen a wide variety of strap pat- 
terns, punched shoes and the now fa- 
miliar basket-weave vamps; also moc- 
casin-patterned foreparts. These were 
in all-white. Combinations of white 
with other colors were few and far 
between. Leathers were mostly kid 
and a few of the suede finishes. 

Men’s white shoes were conspicuous 
by their absence and few merchants 
plan to show them before the weather 
becomes really warm. 

Retail sales are following the pat- 
tern of other years—stepping up on 
warm days and falling off when the 
temperature drops. Department stores, 
it is understood, have based their esti- 
mates on an increase of 15 per cent 
this year over last year, though they 
expect that the major portion of this 
increase will be achieved in the Fall. 
Spring business will be better than 
last year, but is not expected to reach 
the percentage of increase predicted 
for the entire year. 


Spring Shopping Festival 

San ANTONIO, TeEx—A Spring 
Shopping Festival, held March 14, 
thronged the downtown streets on the 
opening night of the three-day Spring 
shopping festival. The inspection of 
the merchants’ display windows en- 
tered in the “Parade of Windows” con- 
test, and in the review of bands and 
pep squads competing for awards of- 
fered by local firms, drew great crowds. 
Ideal weather conditions prevailed. 

In the “Parade of Windows” con- 
test, in which 45 merchants partici- 
pated with handsomely arranged and 
brilliantly illuminated windows, Joske 
Bros. won the first prize. The fourth 
prize of $5.00 went to Nisley’s for ex- 
ceptionally well arranged displays of 
newest Spring footwear. 

Department and chain shoe stores 
backed up the festival by using a con- 
siderable amount of newspaper space. 
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for a NEW hotel... right 
DIVE in the center of NewYork's 
most fascinating attractions... luxury, 


comfort and convenience — yet, you 
pay no more, 


The GOVERNOR CLINTON is near 
shopping districts, theatres, Wall Street, 
Churches and every important point of 
interest. 


Four fine restaurants provide a pleas- 
ing variety—Food of supreme excellence 
prepared by skilled chefs. 


The delightful Cocktail Terrace, over- 
looking the Lobby, is a grand spot for 
your favorite drink. 


Dance at Dinner or Supper:..in the 
smart new Balloon Room...AnthonyTrini’s 
music—one of New York's best dance 
orchestras, 


1200 Bedrooms, 


tastefully furnished, 
immaculately clean; 
each with outside ex- 
posure, bath, servidor, 
radio, circulating 
chilled drinking water. 


C. W. Ramsey, Jr. 
manager 


HOTEL 


IVERNOF 


7th AVENUE 
at 31st STREET 


B & O Buses Stop at Door [a 
Opp. Pennsylvania Station 


Patent Pumps Active 


DALLAS, TEX.—A world of patent 
pumps are being sold in the Drefuss 
& Son store, says Ed. L. Kelton. His 
records show that they are selling four 
times as many at $11.50 as they are at 
$9.50.. Indications are that these shoes 
will be good until Easter. In spite of 
the patent activity, fully 60 per cent 
of the current sales are blue shoes. 
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Spring Spirit in Shoe Window 


An unusually attractive Spring window display that caused much favorable com- 

ment when featured recently by Baker's Shoe Store, on fashionable Woodward 

Avenue, Detroit. Pink and blue were predominating colors. J. Koren, manager, 
reports a 40 per cent increase in business thus far this year. 


Bullock's Wilshire 
Presents "Threesome" 


Los ANGELES, CALIF.—Feeling that 
in many cases it is just as easy to sell 
three pair of shoes as it is to sell one 
pair and feeling that an afternoon 
wardrobe requires at least three pairs 
which correlate each other, the exclu- 
sive shoe department in Bullock’s Wil- 
shire is promoting a “threesome” idea 
with considerable effect. 

A “threesome” promoted for the 
Spring wardrobe during the last half 
of February contains the following 
numbers: A kid sandal in white and 
brown or white and navy for late after- 
noon wear, a crocheted string pump in 
white and brown for spectator sports 
and a white calf with natural heel for 
active sports. All of these numbers 
are being displayed in groups in the 
short vamp shop on the third floor. 
Each is an individual creation, the cro- 
cheted pump being especially outstand- 
ing in pattern and design. 

The three numbers grouped are 
priced at $23.25. 


Chain Store Tax Bill 


OLYMPIA, WASH.—Two legislative 
bills attacking chains and levying large 
taxes upon them for operation in this 
state have been introduced in the State 
House here. 

Soaking all kinds of stores, the bill 


of Senator Scott M. Ryan, one of the | 


two similar bills, provides for a gradu- 
ated scale of “socks.” One store would 


pay only $5 annual fee; from two to 
five stores, $50; from five to ten, $100; 
ten to twenty stores, $1,000; and stores 
over twenty, $1,500 each. This would 
hit a number of shoe stores in the state. 


Featuring Unlined Oxford 


Houston, Texas—V. E. Farquhar, 
manager of the French, Shriner & 
Urner shoe department in the Rolle, 
Jewett & Bech clothing store, is selling 
an unlined plain toe oxford which is 
made of leather that is perforated in 
the making. The shoe comes in black 
calf, all white, all brown calf and a 
combination of light and dark brown 
calf, 

An especially good business is looked 
for this Spring, especially on those 
shoes having some ventilated features. 
Golf shoes are showing considerable 
action, too. 


Krupp & Tuffly Day 


Houston, TeExaS—The South Texas 
Fat Stock Show, which was held in the 
auditorium which housed the Na- 
tional Democratic Convention in 1928, 
celebrated Krupp & Tuffly Day on Sat- 
urday, March 9th. At this time the 
store gave merchandise prizes that 
were disposed of through the arrange- 
ments committee. All during the week, 
the store received newspaper, radio 
and street loudspeaker publicity for 
the day’s sponsorship. 
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Covers Eastern Pennsylvania 
for Nunn-Bush 


JAMES C. JOHNSON 


New YorK—James C. Johnson, who 
has recently joined the sales staff of 
Nunn-Bush Shoe Company, is now 
traveling out of the New York City 
branch, and is covering the eastern half 
of Pennsylvania. Although Mr. John- 
son is a young man, he has a back- 
ground of practical experience in the 
shoe business. For a little more than 
two years he has been manager of one 
of the Nunn-Bush leased departments, 
and before that time he was connected 
with one of the company’s stores. This 
retail experience gives him a sym- 
pathetic understanding of the problems 
of the merchants whom he will contact 
in his new connection. 


Double Time on Army Shoes 


Mass.—J. M. Herman Shoe 
Co. has a contract for making 144,000 
pairs of army shoes in 95 days, and 
so is running double time. 

Total output of shoes for the Gov- 
ernment and for the civilian trade is 
8000 pairs a day, and the company ex- 
pects to keep running at that capacity 
until mid-year. 


Whites Moving in Cleveland 


CLEVELAND, OH10—Allen V. Hol- 
brook, Jr., of the Cleveland Stetson 
Shop, looks for an unusually big season 
in whites for both men and women. 
“Men,” he says, “who never wore sport 
’ shoes before, will wear them this year. 
We have already sold quite a lot of 
whites.” 

Men, according to Mr. Holbrook, are 
becoming more style conscious. They 
now want grain leathers, wing tips, 
brogues and other stylish modes which 
have been rather quiet in the past. De- 
spite the late Easter this year, Mr. 
Holbrook says his store is ahead of last 
year in sales up to March 25, with the 
big business yet to come. 
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David 
Anti-Friction 


Friction is caused by two surfaces rubbing against S nN oO Se 
each other. In 


The foot is kept in its proper position in 
the shoe and throughout the entire life 


of the shoe. 


The Patented Anti-Friction Tape is built into 
the shoe, goes around the foot, and is securely 
fastened to the upper at the eyelet row. 


The inside lip of the specially moulded inner- 
sole is regulated by the Patented Anti-Friction Tape 
which is adjusted by lacing the shoe. 


Made over “Combination” lasts which give 
better fit to more people than any other last ever 
modelled. 


Arches vary, but the Dr. Geo. R. Davis 
Anti-Friction shoes fit them all. 


THIS MODERN SHOE 
With Its Impressive Sales History 


offers you a golden opportunity in a field that is broad, 
profitable and constant—building for you repeat busi- 
ness through style, comfort and quality. 


| 28 Styles IN STOCK 
for MEN and WOMEN 


enabling you with a small investment to cover the 
requirements of your trade—also giving you satisfac- 
tory mark-up and turnover—backed by cooperative 
advertising and dealer helps. 

= 


To you, Mr. Progressive Dealer, we say feature the 
GREATEST SHOE OF MODERN TIMES 
= 
WRITE US TO-DAY FOR SPECIAL 
AGENCY PLAN FOR YOUR TOWN 


FOR OVER 


QUALITY 55 YEARS 
"THOMPSON BROS. SHOE 
FINE SHOEMAKERS : 


BROCKTON 
CAMPELLO, MASS. 


Page 53 

4 | 

gi | 

d 
a 

| 

| 


| 
| 


SHO’ & LEATHER WRADIES 


The Hotel Montclair is located opposite the Waldorf-Astoria, on Lexington Avenue and offers many 


HOTEL MONTCLAIR 


Lexington Ave., 49th to 50th Sts. 


All Shoes Point Toward 


THE MONTCLAIR 
The New York Headquarters 


for the 


conveniences and attractions to visiting shoe and leathermen. 
800 attractive outside rooms with bath, shower at moderate cost. 


Single rooms from $3.00. 
Double rooms, twin beds $4.00. 


Casino-Montelair for dining and Fas is ws floor show—Two broadcasting orchestras. 


Keyhole Bar. 
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1935 


New York City 


Wit 


Shop the Mar- 
bridge Building — 
Headquarters for 
Value and Style 


Under one roof. the showrooms 
of the shoe industry’s leading man- 
ufacturers . . . easily accessible to 
retailers and buyers, who, in one 
visit, may learn all that is new and 
smart in the shoe world. 

The coming season’s outstanding 
shoe styles are on display now at 
the woed Buying Centre in New 
York . . the crossroads of the 
trade . .. the Marbridge Building. 
_ Come and see them before you buy! 


— 


Chicago’s 
Newest 
Hotel 


| FREE RADIO LOUD SPEAKER 
In Every Room 

CIRCULATING ICE WATER 
In Every Room 


TUB BATH OR SHOWER 
In Every Room 


GARAGE -With Direct 
RATES 

$92.00 .:. $9.50 

SINGLE 


HARRISON 
HOTEL 
HARRISON STREET 


(JUST OFF MICHIGAN AVENUE) 


Andrew C. Weisburg 
President 
ILLUSTRATED BOOKLET SENT ON REQUEST 


When writing advertisers please mention Boot and Shoe Recorder 
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A Typical Shoe Label | | }. 


Covering Only the Classification of 
the Foundation of the Shoe—the Upper 
Specifications Are Twice As Long 


Standards Label on Shoes 
in Inter-State Commerce 
(Now needed intra-state) 
Component Materials 


OUTSOLE 
Leather—Vegetable tanned (Bend) 
Chrome tanned (Back) 
Combination tanned (Belly) 
(Grades A, B, C, D) 
Rubber—Specify ingredients 
(Grades A, B, C, D) 
Composition—Specify ingredients 
_ (Grades A, B, C, D) 


INSOLE 
Vegetable tanned cattlehide sole 
Vegetable tanned cattlehide split 
Combination tanned cattlehide split 


WELT 
Vegetable tanned cattlehide 
Vegetable tanned pig strips 
Composition—Specify ingredients 


COUNTER 
Vegetable tanned cattlehide sole 
Fibre moulded and filled 
Fabric impregnated 


TOE BOX 


Fabric impregnated \ 
HEEL BASE N WEAR 


Leather—Solid N A Sta-Tite heel can be worn to wafer thinness, if 


Pancake necessary, before the wire mesh embedded in the 
ibre—Pasted stoc exposes washers—or fibre—or wood—whic 
Wood—Covered with leather not only cuts down wearing thickness but / 
: materially reduces resiliency. Sta-Tite 
fabric heels help sell shoes and make 


celluloid satisfied customers. 
composition | K 


Rubber ,PANTHER PANCO cnetsea, mass. 


Leather and rubber 


TYPE OF CONSTRUCTION 
Goodyear Welt Cemented 
McKay Stitchdown 


Turn Littleway 
Nailed 


STATEMENT re: REPAIRABILITY 


Satisfactorily repaired 
Not satisfactorily repaired 
Satisfactorily repaired if by 
Goodyear stitched 
McKay stitched 
Stapled 
Nailed 
Cemented 
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Men's and Women's 
Slippers. 


EVANS’ SLIPPERS 
Hand turned — Cement 
Padded Sole 
For Men, Women, Children 
77 Styles in Stock 
Send fer Catalog 


A 


L. B. EVANS’ SON CO. A 
Wakefield, Mass. 


Shoe Trees 


QUICK PROFIT ITEM «50: 


SIMPLEX SHOE TREES RETAILER 
SELF ten 
A Gentle Squeeze 


Inserts or Removes 
WRITE FOR a 
ONIQUE ex 
SALES 


Announcing a Finer Store 


CorPUS CHRISTI, TEX.—In comment- 
ing on the local women’s shoe style 
situation, Ernest W. Cardinal said: 
“In the early January and February 
selling, two tones far outsold the all 
whites. Brown and white held its own, 
but blue and white and the white and 
blue far outsold all others. 

“Indications are that the blue sell- 
ing will be of very short duration now. 
They have had a long run already. 
Pink, blues and pastel blue in linens 
are showing good promise. These will 
be extra pairs, sold in addition to the 
all whites. 

“Starting April 1 and lasting all 
through the Summer, the sales will be 
almost entirely all white. We are now 
starting to clean house on blues and 
blue and whites, so as to have the stock 
in good order before Easter. An all 
white low heel, plain toe, Kiltie tie is 
a whirlwind seller right now and I 
believe it will continue so.” 
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Fashion Guild to Show Fall Lines 


New YorkK—On Tuesday afternoon, 
March 26, the Board of Governors of 
Shoe Fashion Guild of America, Inc., 
met in the executive offices in the Em- 
pire State Building. This meeting was 
attended by George Miller, president of 
I. Miller & Sons, Inc., Long Island 
City; Newton Elkin, president of New- 
ton Elkin Shoe Co., Philadelphia; Mur- 
ray D. Fine, president of Premier Shoe 
Co., Inc., Long Island City; Herbert 
Garside, president of A. Garside & Son, 
Inc., Long Island City; Benjamin D. 
Schwartz, president of Schwartz & 
Benjamin, Inc., Brooklyn, and Dan 
Palter of Palter De Liso, Inc., New 
York City. 

It was decided that the Guild will 
hold its simultaneous showing of Fall 
lines the week of ‘May 13. Most of the 
lines will be shown in the regular show- 
rooms of the member manufacturers, 
although it is anticipated that a few of 
the members will obtain special show- 
rooms for the conveniences of buyers. 

The Guild showing is particularly in- 
teresting, inasmuch as the Guild mem- 


bership is made up of many style lead- 
ers. It is also suggested to all manu- 
facturers that they prepare to have the 
opening of their Fall lines during the 
week of May 13. 

Following is a list of the present 
membership of the Guild: 

Cardone & Baker, Inc.; Carlisle Shoe 
Co.; Cornell Unity, Inc.; Delman, Inc.; 
A. Garside & Son, Inc.;, Andrew Geller 
Shoe Mfg. Co.; Daniel Green Co.; 
Grossman’s Shoes, Inc.; Morgan Gross- 
man, Inc.; Laird, Schober & Co.; La 
Valle, Inc.; C. & A. Lo Presti, Inc.; 
Meyer Bros. Shoe Mfg. Co.; I. Miller 
& Sons, Inc.; Newton Elkin Shoe Co.; 
Palter De Liso, Inc.; Pape Shoe Mfg. 
Co., Inc.; Parlante Shoes, Inc.; Pincus 
& Tobias, Inc.; Premier Shoe Co., Inc.; 
Schwartz & Benjamin, Inc.; Seymour 
Troy, Inc.; Stetson Shoe Co., Inc.; 
E. H. Strassburger, Inc.; Stone Shoe 
Co., Inc.; Tupper, Inc.; Martin Wein- 
stein Shoe Co.; Winkelman Shoe Mfg. 
Co.; Curt Wolfelt, Inc.; H. Zuckerman 
Shoe Mfg. Co., Inc. 


New Children's Department 


Corpus CHRIsTI, TeEx.—The A. D. 
Eidson Co. have just finished installing 
a Robin Hood Sherwood Forest chil- 
dren’s shoe department, under the di- 
rection of S. F. Ford, local Central 
Shoe Co. representative. 

In conjunction with the opening of 
this new department, shoe buyer M. 
H. McPherson is having a radio pro- 
gram campaign running 26 weeks over 
the local Corpus Christi station in 
which the store is offering to give a 
prize to anyone sending in the front 
of a Robin Hood or Gold Standard 
cartoon. All prizes are sent prepaid 
by Western Union messenger. 


PORATH & SCHLAEFER 


THEIR 
Remodeled Shoe Store 


Tomorrow 


Advance of today. . yer even of tomorrow and best of 

splendid array of new spring shows that possess the refreshing 

de for men and 


Twenty-Two Years the Headquarters for 
Nationally Advertised Brand: of Shoes 


Attractive advertisement used by 

Porath and Schlaefer, Wausau, Wis., to 

tell the public of the completion of 
their modernization plans. 


Introduce Sandal Shop 


ANTONIO, TEXAS—The “Cos- 
tume Bootery” in the Guarantee Shoe 
Co. has been completely redecorated 
and changed as to purpose. Formerly 
this section back of the women’s de- 
partment was devoted to the sale of 
high grade shoes with prices running 
as high as $40 for shoes and $100 for 
buckles. This room is now tastefully 
painted in soft light pastel colors and 
is “The Sandal Shop.” Gay little awn- 
ings, palm trees and Summery furni- 
ture carry out the sandal shop idea. 
By changing the fixtures a little and 
taking out the palm trees, the manage- 
ment intends to make this a Slipper 
Shop in the Fall months, and to fea- 
ture Evening and Leisure slippers, thus 
putting the room to more practical use. 

Immediately after Easter, the chil- 
dren’s shoe department is to be com- 
pletely done over with new seats, new 
carpets and new decorations. The re- 
markable growth of this department 
during the past two years warrants 
this move. Much of the increase is due 
to the broadening of the department’s 
activities in the development of the 
growing girls sport shoe trade. Sizes 
are now being carried up to 10 quads 
in many lines. 


Opens Leased Department 


GALVESTON, TEX.—A formal opening 
of the new leased shoe department of 
Kasin & Turner in the elaborate new 
store of the Donna Dress Shoppe was 
held April 1. High style pattern wo- 


“men’s shoes retailing from $4.95 to 


$10.50 are carried. L. E. Turner, who 
was manager of a local shoe depart- 
ment for the past 18 months, is the 
active head. The address of the store 
is 2120 Avenue E. 


a 
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DOUGLAS 


OFFERS DEALERS AND STORES 


Cash Awards 


= 


ae $7000.00 PRIZE CONTEST 


A few facts about the 
Douglas PRIZE CONTEST 


. 745 consumer prizes. First Prize — 
$1000 in cash and in addition three pairs 
of shoes a year for life. Other prizes of 
cash and merchandise. Dealers or stores 
who supply entry blanks to first sixty 
winners receive cash prizes from $200 
to $5. The contest is a 100-word letter 
on this subject: “Why I Think Douglas 
All-Leather Construction Is Best.” 


DOUGLAS SHOES ¥ 


AMERICA’S FAMOUS SHOE-VALUE 


W. L. Douctas SHoE Company 

Brockton, Mass. 

Gentlemen: Please rush me complete information on the Douglas 
All-Leather Contest. 


Name. 


Street 


State 


Contest Only One Week Old . . . Hundreds of 
Entries Already Received . . . Still Plenty of Time 
to Enter Your Store in This Great Profit-making 
Plan . . . Douglas Dealers Enjoying More Store- 
traffic and Sales Than Ever Before! 


é THE Douglas All-Leather Prize Contest is only 
2 } a week old. But early reports show it’s a 


success! For the contest is sending more and 
more interested prospects into the stores of Douglas 
Dealers . . . and it’s selling Douglas Shoes for them! 

If you aren’t a Douglas Dealer, it’s not too late to 
get on the band-wagon and go along to the sales, 
profits, and prize money this contest offers! 

Think what you have as a Douglas Dealer! — the 
most valuable franchise in the trade . . . the world’s 
best-known shoe trade-mark, with consumer accep- 
tance second to none. . . the fastest turnover of any 
line on the market today . . . shoes built on the 
ALL-LEATHER standard, in Brockton, by union work- 
ers... national advertising... a complete range of 
sizes and widths, in all the newest, smartest styles . . . 
a sensible price-range from the public’s view-point 
... and a profitable mark-up for yourself! 

Mail the coupon now for more information about 
the Douglas Line and the Douglas Prize Contest. . . . 
Begin today to build your business on the Douglas 
ALL-LEATHER Standard! 


When writing advertisers please mention Boot and Shoe Recorder 
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Women's Shoes 


== SPORTO EVENUSE CS 
ANDALES 2S 
} 
¥en 


FOR SPORTSe BEACHe COCKTAIL 


HOUR e¢ EVENING WEAR 
KUSH-IN-EZE 

HAND TURNEDIY 

Vv 

WAUGHAN-TOWLE CO. 


WAKEFIELD, MASS. 


Selling More Work Shoes 


Detroit—Cheering business reports 
came from Dearborn, home of the Ford 
factory, this week. Haig Kotchoun, 
owner of the United Shoe Stores, re- 
ports an increased demand for men’s 
work shoes reaching 50 per cent for 
the past six weeks. This is a later 
development than the merely temporary 
increase in employment at the factory, 
and indicates that those now at work 
are buying again. 

Men’s dress shoes and women’s shoes 
have increased, but in considerably les- 
ser volume. No style lines are sold in 
this community, Kotchoun reports. 


Ventilated Shoes Selling 


San ANTONIO, TexaSs—Charles 
Staudt, whose shoe department is in 
the Fomby Clothing Store, reports an 
increasing call for men’s ventilated 
shoes this year. Mr. Staudt has al- 
ways carried ventilated shoes ever 
since they have been on the market, 
while before that time it was his cus- 
tom to have eyelets placed in the 
vamps, near the sole. This year he says 
men want more holes and ventilation 
than ever before. Early indications 
are that San Antonians will buy at 
least 25 per cent more shoes of this 
character than they did last year. 


Shu-Stiles in New Home 


St. Lours—Shu-Stiles, Incorporated, 
one of the leading women’s wholesale 
novelty houses in Saint Louis, has 
moved to its new’ home at 1214 Wash- 
ington Avenue, where it occupies an 
entire four-story building involving 
20,000 sq. ft. of floor space. The build- 
ing is faced with an attractive terra 
cotta front of Gothic design. The show 
room and offices on the first floor are 
paneled in Circassian walnut. 

Since its incorporation, some ten 
years ago, under the dynamic leader- 
ship of William B. Levy, Shu-Stiles 
has enjoyed a continued increase in 
business, finally making the recent 
move imperative. Sales for 1935 thus 
far are running 25 per cent ahead of 
last year, according to Irving Sachs, 
president. Other officers of the com- 
pany are: J. J. Schneider, vice-presi- 
dent; L. P. Taylor, secretary, and A. 
L. Kleven, treasurer. 


New home of Shu-Stiles, Incorporated 
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Heads New Shoe Department 


HunrtIncToN, INpD.—Harry S. Miller, 
formerly of Fairmont, W. Va., who 
for eight years was buyer and manager 
with Golden Bros. Department Store 
and two years with Pettrey Bros. Shoe 
Store, is now associated with his 
brother-in-law, Harry Rush, who oper- 
ates a high-class dress shop under the 
name of The Style Shop in Huntington. 
It is planned to open an exclusive wo- 
men’s shoe departmet of which Harry 
S. Miller will have complete charge. 


Sales School for Shoe Men 


DeETRoIT—Nathan Hack, new presi- 
dent of the Detroit Retail Shoe Dealers’ 
Association, proposed a sales school for 
shoe men this week. The lecture course 
inaugurated next week by Fred C. 
O’Meara, sales expert, will be expanded 
into a complete school under this plan. 
Among the subjects to be taught are 
anatomy, tanning of leather, and biol- 
ogy and chemistry. 

Hack believes that in starting such 
a sales school the cornerstone of a 
necessary structure in the industry is 
being laid—what will ultimately make 
of shoe selling a profession. 

“Shoes are a billion dollar industry 
—but a good clerk earns only $25 to 
$35 a week—or $14 to $18 in some 
chain organizations,” Mr. Hack said. 

“Sales psychology is an empty thing 
unless it has a foundation of scien- 
tific knowledge. Today, some clerks 
try to sell shoes made from leather, 
without really knowing even what a 
cow looks like!” 

The sales school would meet once a 
week for a period of a year or more, 
and lectures would be given by experts 
in each field, giving a comprehensive 
course. 


New DeYoung Store 


WASHINGTON, D. C.—Joseph De 
Young, who has successfully operated a 
chain of novelty shoe shops in Wash- 
ington, D. C., for the past 15 years, 
has opened a new store in the new 
Remington Rand Building at Thir- 
teenth and F Streets, N. W. This loca- 
tion is fast becoming one of Washing- 
ton’s busiest corners. 

The new store is one of the finest in 
the city, and it is made most attractive 
with modern decorations, artistic win- 
dow settings and modern lighting. 


Enna-Jettick Shop Improved 


WASHINGTON, D. C.—The Enna-Jet- 
tick Boot Shop, located at 1337 F 
Street N. W., have just completed the 
installing of a modern and a more 
spacious front for their shop. 

The whole exterior of the store will 
present an entirely different and mod- 
ern appearance. Black polished Car- 
rara marble, encassed in bronze grooved 
strips of modernistic design, will pre- 
dominate. 
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FOR 


CAMPUS 


YOUR 


THE WHITEST 


We Stock a Complete Line of Gold, 


Silver and Fabric Evening Sandals 
Send for Our New Summer Bulletin 


R 1480 White Kid ........- $2.10 
R 4580 White Linen ....... 1.85 
Genuine Miami 
1.85 
42 “Medi Toe, 19%/8 
3 Heel. 


All Our White Fabries Are 15/8 Cuban heel AA to C 


Especlally Treated for Dyeing 


Terms 2% 10 days, Net 30. F. O. B. Factory 
(25c Service Charge On Orders Less Than 3 Pairs) 


MARCEL 


Loui R 1518 White $2.35 
to © Widths R 4548 White Linen ....... 
Iso carried in 15/8 Cuban 72 Last, Narrow Toe, 20/8 
@ and White L ann to © Widths 
AA to C Width Abovo shoes also In-Stock with 


EASTER 


PARADE 


R 1487 White eesecees $2.35 


R 4539 White err 

24 Last, Pall | Round Toe, 11/8 
ry Heel. 
AA to Widths 


shoes also carried in 19/8 


HANNAHSONS, HAVERHILL, MASS. 


bove 
Louis and 15/8 Cuban heels. 


R 1491 White Kid ......... $2.35 
% 1497 Patent Leather ...... 2.35 
4543 White Linen ........ 85 
MM Last. Full Round Toe, 10/8 
Block Heel. 
AA to C Widths 


Cleveland Retailers Elect New 


Trustees; Plan for Foot Health Week 


CLEVELAND, OHIO—At a meeting on 
Monday, March 18, at the Carter Hotel, 
the Cleveland Shoe Retailers Associa- 
tion elected five new trustees which, 
with the officers and past president, 
will form a board of ten members. 
Those elected were George E. Mueller, 
Clarence Faflik, Joseph Grossman, 
Elmer Clark and J. V. Murphy. The 
other members are William R. Cald- 
well, L. A. MeDal, Murray Bender, 
Allen V. Holbrook, Jr., and J. Harold 
Roberts. The association by-laws were 
also officially adopted by vote. J. 
Harold Roberts, past president, was 
presented with a black ebony gavel 
with his name engraved on a silver 


plate in recognition of his services. 

C. E. Dittmer, secretary of the Ohio 
Retail Shoe Dealers Association, was 
present at the meeting and spoke on 
plans for the coming state convention 
as well as the state sales tax. Clar- 
ence Faflik, president of the Ohio asso- 
ciation, spoke on the proposed bill to 
prohibit shoe salesmen from fitting 
health shoes and appliances, now be- 
fore the Ohio Legislature. Harry L. 
Dean, special representative of the 
Carter Hotel and honorary member of 
the Cleveland association, talked on the 
state convention which will be held at 
his hostelry. Foot Health Week was 
also discussed. 


Yellow and Pouch Effects 


Los ANGELES, CALIF.—Primrose yel- 
low in different materials has been suc- 
cessfully introduced into Los Angeles 
by Paul Kirsh, buyer for the J. W. 
Robinson Company. The color is in 
demand in the different patterns as 
well as in different materials. Suede 
with net in this tint makes a very at- 
tractive shoe both in a pump and in a 
tie. Yellow with bark tan is also ef- 
fective. 

The Robinson department is also 
showing the new pouch effects for the 


first time in Los Angeles. In these 
numbers stay or plug has the loose, 
sporty, folding effect of a pouch and 
is placed criss-cross and jauntily. This 
pattern, making a splendid appeal in 
Los Angeles, is shown in yellow with 
brown, white with brown, blue with 
white, blue with red, white with white, 
the contrast in this case being accom- 
plished in materials rather than in 
colors, and primrose yellow with bark 
tan. Materials entering into the pouch 
effect picture are suede, kid, gazelle, 
and buck, as well as fabrics. 

“The costumes which we _ expect 


women in Los Angeles to wear this 
Summer will create a demand for this 
beautiful shade of yellow, we haven’t 
a doubt,” says Mr. Kirsh. “The pouch 
effects have also created wide interest 
and conspicuously displayed as they 
are they are getting the eyes of thou- 
sands.” 


Dark Brown With White 
Tip and Heel 


Los ANGELES, CALIF.—A dark brown 
gabardine tie with a white kid tip and 
heel is a popular number right now at 
the Innes Shoe Company stores. 

Among sport shoes extremely large 
tassel-type shawls are in demand. A 
white buck with a shawl of this type 
in ooze calf is a leading number. 

The new chamois color with dark 
— tip, heel and edging is also pop- 
ular. 


New Fashion Guilders 


New York—Shoe Fashion Guild of 
America, Inc., announces that two new 
members have joined their organization. 
They are: Daniel Green Company of 
Dolgeville, N. Y.—officers: James A. 


Green, president, and E. R. Breck, trea- 
surer; and the Carlisle Shoe Company 
of Carlisle, Pa—George Miller, presi- 
dent, and M. M. Stollmack, vice-presi- 
dent. 
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Dancing Shoes and Taps 


TAP 
DANCE 
SHOES 
e 
In 
PAT. LEATHER Stock 
ry 
$1.55 
= Owens SHOE Co. 


—— 28 Goodhue St., Salem, Mass. 


New Edwin Clapp Store 


Los ANGELES, CALIF.—G. Forde John- 
sen, coast representative for Edwin 
Clapp shoes, and G. B. MacKay have 
taken over the Edwin Clapp Store for- 
merly at 647 So. Hill Street and moved 
it to 703 So. Hill Street where it will 
in the future be operated under the 
name of Macfords, Inc. The new store 
has been newly furnished and deco- 
rated. The leather upholstering is in 
antique white and the broadloom rug 
in rust. Both Mr. Johnsen and Mr. 
MacKay are well known here. 


New Stearn Department 


CLEVELAND, OHI0—The Stearn Co., 
1021 Euclid Avenue, has just opened 
a women’s shoe department on the first 
floor. The department is furnished with 
modernistic metal chairs and green up- 
holstery effects. They will handle 
Aristo-Craft and JayBee shoes in a 
price range from $2.95 to $6.50. 

D. S. Oliver, formerly with the May 
Co., is manager of the new department. 


M. H. Nash, formerly with the Allen’s 


Shoe Store here, is assistant manager. 
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Accessories After the Shoe 


[CONTINUED FROM PAGE 17] 


going in enthusiastically for colored 
accessories. 

This Spring the leading highlight 
color, of course, has been chamois and 
the natural pigskin color, a shade 
darker but with that same tawny, 
golden cast. These colors have been 
sold—and will be sold for some weeks 
to come, to go with navy blue outfits. 
They have been so successful that they 
may drop off, when Summer comes. 
But we feel that, ensembled with 
chamois and pigskin shoes, this color 
will carry through at least for the 
early Summer season. 

A new color for tailored bags, to go 
with travel clothes, is sandstone, a rosy 
rust shade. Bright blues, red and 
green are featured in Summer lines. 
In the pastels, pink shades are the most 
prominent, echoing the significance of 
this color in ready-to-wear. 


With fabrics as important as they 
are in Summer shoes, the fabric bag is 
a feature type. Linen weaves will suc- 
ceed to the gabardine and crepey 
weaves of this Spring. White linen. 
Natural linen. Dark linens trimmed 
in white to go with reverse treatments 
in shoes. Rustic linens with colored 
“slubs” introduced into the weave. 
Plaided linens are very important. 


Plaids are seen in cotton and syn- 
thetic fabrics too, to tie in with the 
highlight fashion of plaid shoes. A new 
plaid called Tartan from Cracovaner 
has a raised over-plaid and is espe- 
cially smart in the dark shades with 
light over-plaiding. 

When you are buying your fabric 
bags, give a thought to the knitting 
bag. Knitting is the thing to do now 
and the knitting bag is something 
many women will want! A new one 
we saw the other day at Martha Lind 
is so designed that the yarn can come 
out of the side opening with the bag 
hung over the arm. 

In popular-priced bags, wood beads 
fit in with the Peasant influence. 
White, natural and mixed _ colors. 
There is conversation about Oriental 
prints and embroideries in better bags, 
reflecting the Far Eastern fashion that 
came out of Paris in the Spring open- 
ings. 

For afternoon and evening types, the 
star part is played by crepes and taf- 
fetas with elaborate “dressmaker” 
treatments, puffed, quilted, shirred. 
This treatment is a highlight in leather 
bags for Spring—especially in quilted 
cape leather. The quilted capeskin bag 
in light colors is featured in high- 
priced bags for Summer, but it soils 
so easily that it is necessarily a luxury 
fashion. 

With so much to choose from in 
Summer handbags, the shoe retailers 
can make his bag displays very color- 


ful and attractive this year. But he 
can also easily overload his_ stocks 
if he doesn’t watch his step. The 
I. Miller retail stores have a new policy 
in bag selling that has alrcady proved 
its soundness. They will have many 
of the new notes that we have men- 
tioned above—but in limited quantities. 
They will concentrate their budget and 
promotional efforts on one style and 
play it across the board. Their choice 
for this Summer is a plastic composi- 
tion case similar to the ones shown in 
the photograph, to be played in both 
white and colors. _ 

This policy of concentration worked 
out this Winter in a fitted fabric case 
that they couldn’t keep in stock, and 
again this Spring in a pouch of bright 
colored reverse leather christened “The 
Strollie.” This coming season, they 
stand to win or lose on their hunch that 
the composition case will catch on. It 
takes a lot of courage to put most of 
your eggs in one basket like this. But 
if you pick your “basket” well, you 
stand to make a lot more money than 
by spreading out thin over a multi- 
plicity of styles. 


Shoe and Bag Tie-ups 


This Summer, when novelties in 
shoes are so important, the shoe and 
bag tie-up can be especially well pro- 
moted. And the smart tie-up for these 
two accessories is the use of the same 
material, color or trimming, but not 
the same exact pattern details for both. 
More and more, the smartest stores are 
getting away from a finicky duplica- 
tion of the shoe pattern in a bag. 

There will always be a certain num- 
ber of women who respond to the sales- 
man’s argument that a bag “matches” 
the shoe, lock, stock and barrel. But 
this proportion gets smaller and 
smaller—and markdowns on shoe bags 
of this type get bigger and bigger! 

In our illustrations we show what we 
consider a right and wrong version of 
a shoe bag tie-up. Frank Brothers 
will show a linen bag to match an im- 
portant linen sandal. The bag. will 
have the same pinked kid trimming, 
but not the same pattern. The wrong 
way to do it would have been to carry 
out the cut-outs of the shoe in the bag, 
overloading it with design, adding to 
its cost, and limiting its use. 

A big chain of shoe stores, who have 
always prided themselves on their shoe 
bags that duplicated shoe patterns, 
have made a right-about-face in the 
past few months. “Now,” says the 
buyer, “I put my manufacturing cost 
into smarter and better bags for the 
same money. The same materials, yes. 
But the same patterns, no!” 

The ensemble selling of bags and 
shoes offers endless opportunities. But 
matching of accessories, as the smart 
buyer realizes, means subtle harmony, 
not exact duplication. 
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The BROADWAY CAMPER 


a creation... anovelty 


a NATURAL 
the shoe to build sales volume —.and profits 


PROTECTED BY 
DESIGN PATENT 
No. 94519 


4 


MADE IN ALL POPULAR COLOR COMBINATIONS 
TO RETAIL AT $2.00 TO $2.50—SOLD ONLY TO JOBBERS 


If your jobber hasn't this shoe, wire or write us for 
name of nearest jobber 


NATIONAL STYLE PAPERS 
DISPLAYING AND MENTIONING 


this patented style in recent issues are 


HARPER’S BAZAAR BOOT AND SHOE RECORDER VOGUE 


which says in an article on summer 
footwear where this style is illustrated 


. +++. give her shoes that are bold and native." 


FACTORIES CAMBRIDGE, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 
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Children's Footwear 


MBS. nares IDEAL BABY SHOES 


BABY 


IN STOCK 
TURN SOLE STRAPS 


PATENT LEATHER— 


Bete or Button, 5 to 8 
$1.35 


Button only, 8% to 12, 
1.60 
NAHM BRO. SHOE MFG. CO. 

Swanson and Ritner Sts. 

Philadeiphia, Pa. 


Riding Boots 


SUSTIN OTS 


BOOTS 


A comptere 
STOCK AND CUSTOM 


Riding, Conboy and Lace yp 
for Catalog X 
H. J. JUSTIN & SONS, Ine. 


White With Brown Leads 


Santa ANA, CAL.—White with brown 
seems to have the edge on white with 
blue or any other combination in the 
early sport shoe demands in Santa Ana. 
Peterson’s Shoe Store, operated by 
Mrs. Alice N. Peterson, however, re- 
ports a greater demand for white with 
blue. 

Indications in practically all style 
shoe stores are that novelty ties in all- 
over white will lead this Summer. 
Plain white pumps in kid are in good 
demand all over town. 

Newcomb’s finds one-eyelet ties with 
all leather heels leading among dress 


shoes with kid and gabardine very pop-. 


ular. In sport shoes or spectators buck 
and pigskin are both in demand Blue 
in all materials is still good all over 
town, but is gradually slipping down as 
the season advances. 

Edward J. Busch is finding a big 
demand for zippers in sport shoes, and 
he too finds white with brown away out 
in front of the procession. _ 
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How a Shoe Store Helps Its 
Sales Force Sell 


[CONTINUED FROM PAGE 28] 


personal copy in order that it may 
be ready for reference at any and all 
times. Many people need to read and 
reread articles on style several times 
in order to fully comprehend them. 
Even if a store has only two or three 
people on its selling staff, such a pro- 
cedure is necessary. 

Visualizing women’s fashions is 
rather hard for the average retail shoe 
sales person, there being so many dif- 
ferent types of clothes and so many 
variations of them. Against that, there 
are many shoe styles. Taking fashion 
figures from many sources, then show- 
ing the particular shoe which goes with 
that basic costume, is most helpful. In 
the Krupp & Tuffly store, this particu- 
lar information is photostated, each 
salesperson receiving a copy. 

For example, this Spring eight style 
groups were selected as “Typical Shoes 
to Sell with the Many Costume Moods 
of Spring.” Then came the eight out- 
lined costumes with sketches of the 
shoes best adapted for each one. The 
copy read: “Your customers will be 
wearing these general types of cos- 
tumes this Spring—we have plenty of 
shoe styles in stock to coordinate with 
these fashions—a tie-up between se- 
lected styles and approved shoe styles 
will help you do a more intelligent job 
of selling, and give your customer 
really valuable service.” 

A list of typical costumes was 
given and certain types and makes of 
shoes were suggested as being appro- 
priate for each costume. 

Accompanying this photostat were 
five pages of typed information 
headed “Important Shoe Fashion In- 
formation for the Spring Season.” The 
preface read, “At a considerable cost 
of time and money the information 
given here has been compiled for the 
sole purpose of helping you to sell 
more shoes and accessories RIGHT! 
Right selling, as this institution be- 
lieves, means placing the right sort of 
information, merchandise and service 
at the disposal of the thousands of 
Krupp & Tuffly customers who pay our 
salaries. 

“Please go over this information 
carefully, absorbing as much as you 
can, the facts which you feel will help 
you to aid your customer in selecting 
her Spring shoes in your store.” 

Then followed the style information 
gathered by Mr. Murphy as well as 
“Style Flashes” from the Men’s Wear 
Shop by Thomas C. Foley, men’s fur- 
nishings buyer, and “These are the 
shoes most men will wear this Sum- 
mer,” by J. O. Zilker, men’s shoe 
buyer. 

In a later bulletin by Mr. Murphy, 
he brought out this thought: “One of 
the worst things we have to contend 
with is the silly notion of some mis- 
informed or ill-informed women, who 
try to make a skimpy shoe wardrobe 


do—trying to get by with ‘a pair of 
shoes that goes for everything.’ We 
are trying to help you teach this type 
of woman as well as the woman who 
is interested in fashions, to buy more 
shoes for these reasons: 

—She will be better pleased with her 
clothes 

—She will enjoy life better through 
being pleased and at ease 

—She will look better 

—She will encourage other women to 
be more careful of their dress 

—She will let us sell her more shoes 

“It’s up to you now—by knowing a 
few very important facts about WHAT 
goes with WHAT, especially shoe re- 
lations—you can sell more shoes and 
give your customer a finer service, be- 
cause you will have made her a little 
happier.” 

All of the foregoing is especially im- 
portant for a shoe store as most women 
buy clothes in a sort of mental en- 
semble. She visualizes what she pic- 
tures as an ideal ensemble and so first 
buys the dress, then the hat, the shoes 
and the accessories. 

“A department store dramatizes its 
strength and our weakness by having 
the coordinated costume under one 
roof,” believes Mr. Murphy. “The shoe 
store problem in a store of our sort is 
to be able to state collectively and 
authoritatively that we know our 
fashions and so have the right shoes. 
bags and hosiery to go with the right 
clothes. Shoe stores have a real chance 
to succeed in furnishing real fashion 
information. A program of this kind is 
successful in proportion to the lack 
of costume coordination by department 
and specialty stores. 

“This educational campaign was 
started here because we feel that there 
is nothing so pitiful as for a salesman 
not to know the use of the articles he 
is selling. This teaching is by no 
means an easy job but one which any- 
one who is sufficiently interested can 
master. The attitude taken all through 
the talks to the salesforce is that the 
store is trying to help the men sell 
more shoes right. 

“Certain fundamentals must be ob- 
served in presenting the information to 
the salespeople. No matter how many 
in the organization, whether it be two 
or twenty, it is always advisable to 
have the information printed so that it 
will be possible to say, ‘This is your 
copy.’ It is necessary to tell the sales- 
people the authority for the style in- 
formation and literally quote it. And it 
is also necessary to interpret what it 
means. There should be some occasional 
illustrations which can be done on a 
mimeograph machine which will permit 
little thumb nail sketches. 

“During the educational talks it is 
sometimes well:to do something out of 
the ordinary, like taking big sheets of 
[TURN TO PAGE 64, PLEASE] 
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Shoes 


DUPONT PONTAN 
QUARTER-LINING 


DUPONT FAIRFIELD 
SOCK-LINING 


DUPONT WHITE 
MIDSOLE MATERIAL 


White Pontan quarter linings and White Fair- 
field sock linings in kid grain, glazed finishes add 
much to the appearance of the inside of the shoe. 


An outstanding new development, Dupont White 
Midsole, gives the desired smartness to this pop- 


ular type of Spring and Summer Footwear. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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CHICAGO'S 
MOST IDEAL LOCATION FOR EXHIBITS, 


MEETINGS, CONVENTIONS 


Hotel Sherman has a trémendous appeal to the 
business man visiting Chicago because of its interest, 
its versatility, its splendid central location, its fine 


food and its moderate rates. 


Conventions and meetings of any size—whether large or 
small—find unusual features at Hotel Sherman. Available 
in the Exhibition Hall on the Mezzanine Floor are 39.000 
square feet of exhibit space. Full details on request. 


1700 ROOMS FROMI250 


HOTEL SHERMAN 
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The HOLLENDEN 


In Ootumbusite 
© The NEILHOUSE 


ln 

© The MAYFLOWER 

|p Toledo sts 

© The NEW SECOR 
© The FLEETWOOD 


DeWitt Operated Hotels 
are located in the heart 
of their respective cities 


1935 


featuring— 
Unusually Comfortable 
Rooms, Food, Carefully 
Prepared, and Rates from 
$2.50 Single 


RADIO IN EVERY ROOM 


An Exclusive Winter Resort Hotel 


How a Shoe Store Helps 


Its Sales Force Sell 
[CONTINUED FROM PAGE 62] 


paper and enlarging a sketch of a cos- 
tume very faintly, so faintly that it 
will be invisible from the audience, 
then draw the sketch out in china 
crayon showing the costume and the 
shoes to be worn together. 

“Fashion information of itself does 
not help salespeople, unless something 
is done to translate it into terms they 
can understand and work with. The 
teaching and interpreting of facts is 
a job in itself. Many people read 
things and do not get the full signifi- 
cance of the story. 

“In my job as publicity man, the 
work is to sell the use of the goods to 
the public and to the salespeople. I 
must tell the public what we have and 
the salespeople why we have it. A sale 
is simply a meeting of minds. My job 
is to make the meeting easier and more 
logical. 

“Right here I want to pay a tribute 
to the retail shoe salespeople, for they 
in the past few years have been more 
eager to learn and to use accurate in- 
formation about their business. As I 
come in contact with friends who are 
doing educational work in other indus- 
tries, I know this to be so. The aver- 
age salesman does not want to be edu- 


cated or uplifted but does want to make 
more money. Obviously, the easiest way 
to make more money is through selling 
more goods, so the more he knows, the 
more he sells.” 


Sandals Selling in Texas 


Corpus CHRISTI, TEx. — Women’s 
open work sandals started to sell in 
January just like it was summer, re- 
ports H. E. Barkemeyer. After a 
month’s run on sandals, the women 
started buying combinations of “whites 
and.” Now the swing is to all-whites, 
with the sandal business picking up 
again. Sandals, in Mr. Barkemeyer’s 
opinion, will be good all through the 
summer, especially those new ones 
which have been recently brought out. 

This store is experiencing an excep- 
tional good hosiery business this year. 
The bulk of the business is done on four 
or five shades and the volume is so good 
that a complete stock turn is being had 
every 60 days. 


Walker's Enlarge at Long Beach 


Los ANGELES, CAL.—J. P. Collyer, 
buyer for the shoe department at Walk- 
er’s large department store here, has 
found sales increasing so rapidly re- 
cently that three salesmen have been 
added to the force. A _ style show 
staged by the store in the big Long 


Beach auditorium in connection with 
the annual auto show has had splendid 
advertising results this Spring, Mr. 
Collyer reports. 


New Department 


Los ANGELES, CAL.—A new shoe de- 
partment featuring a popular price 
woman’s shoe ($3.95) has been installed 
on the second floor of the May Com- 
pany’s store, with A. Martin as man- 
ager. The new department has fine 
show cases, artistic shadow boxes and 
about 40 chairs. The furnishings are 
in mahogany. 


Patents Strong in Texas 


Fort WortH, Tex.—Although this 
store does not promote patent leathers 
on an extensive scale, sales of these 
shoes at Washer’s in Fort Worth are 
better this season than they have been 
for the past two years, according to 
W. A. Harris, manager of the depart- 
ment. 

Alex Hesselson, manager of the 
Fair’s Shoe Salon, has reordered on 
some lines of patents, and all lines are 
selling better than they have in sev- 
eral years. Mr. Hesselson comments 
on the fact that patents are still going 
strong at the end of February, whereas 
they are usually through by the first 
part of February in this section. 
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cot 


The lightness of the Celastic Box Toe 


makes it ideal for the Summer-weight shoe. 


Celastic is flexible across the tip line and 


eliminates loose and wrinkled linings. 


Shoes equipped with Celastic Box Toes feel 
better, look better, and wear better. 


UNITED SHOE MACHINERY CORPORATION | 


BOSTON, MASSACHUSETTS - | 


THE QUALITY BOX TOE 
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ann WANT 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


. 


SALESMEN WANTED 


SALESMEN WANTED 


POSITION WANTED 


LIVE WIRE SALESMEN 


capable of selling a medium priced line of 
in-stock high style women's novelty shoes— 
with established trade in following states: 
Pennsylvania, Kentucky, Tennessee, Ne- 
braska, North and South Dakota, and 
New York State (outside of the metro- 
politan district). May carry non-conflicting 
line. Strictly commission basis. Give ex- 
perience and list of accounts sold. 


HANNAHSONS SHOE COMPANY 
Haverhill, Massachusetts 


SALESMEN WANTED 


To represent well known line of Women’s 
Sbicca Constructed Style Shoes retailing at 


$5.00 and $6.00. 
In 


Louisiana, Texas, Arkansas and Oklahoma; 
Missouri, Kansas, Nebraska and South 
Dakota; Michigan and Indiana; Kentucky, 
Alabama, Tennessee and Mississippi; Pacific 
Northwest. 

State Age, experience, annual sales, list of 
leading accounts, references. 


Address E-210, care Boot & Shce Recorder, 
239 West. 39th Street, New York, N. Y. 


SIDE line Salesmen. Commission basis. Old 
established house. Slippers, Beach Sandals, 
and Stitchdowns for retail trade. Give _terri- 
tory, experience and references. Address E-195, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 


ALESMEN for short line women’s novelty 
and sport shoes to retail $1.49 to $1.98. 
Must have car. Strictly commission basis. 
Drawing account to men who can show results. 
Following states, North Carolina, South Caro- 
lina, Georgia, Alabama. Write giving full e 
ticulars. Address E-209, care Boot & Shoe 
Recorder, 140 Federal Street, Boston, Mass. 


SALESMEN, live wires, substantial following 
for Greater New York, New Jersey, Long 
Island, Staten Island, Southern Territory. Line 
representing tennis, rubbers, work shoes, moc- 
casins, numbers for sporting goods trade. Great 
opportunity, fastest growing house in New York. 
— Shoe Company, 101 Duane Street, New 
ork. 


BUSINESS OPPORTUNITY 


Money in Foot Correction— 
BE A TECHNOPEDIST 


Our graduates are building successful practices in 

this new and dignified profession. Home study 

Course, including working models and equipment, 

furnished at low cost. Easy terms. Write. 

THE TECHNOPEDIC INSTITUTE 
Suite 914—Wiss Bidg. 

665-671 BROAD ST., NEWARK, N. J. 


BUSINESS OPPORTUNITY 


CHANCE for experienced retail shoemen in 
New England, New York, New Jersey, Penn- 
sylvania, with chain organization. Moderate 
investment required. Carl Spector Company, 
39 South St., Boston, Mass. 


SHOE Style Service, Unique displaying all the 
popular style trends, keeps you constantly in- 


New York, 


Boot & Shoe Reorder, 239 West 39th Street, 
New York, N. Y. 


XPERIENCED salesman with established fol- 
in New York, 


Address E-215, 
Boot & Shoe Reorder, 239 West 39th 
Street, New York, N. Y. 


AN experienced shoeman of proven sales ability 
desires connection with a reputable manufac- 
turer, has initiative; knowledge of selling; styl- 
ing; advertising; sales promotion and a following 
in eastern territory. Address E-216, care Boot 
239 West 39th Street, New 
ork, N. Y. 


BUYER-MANAGER—Shoes. Alert young ex- 
ecutive, 35, department, specialty, c 

store experience. Conversant with modern mer- 
chandising, sales promotion, advertising. Avail- 
able at once. Address E-208, care Boot & Shoe 
er. 239 West 39th Street, New York, 


ATTENTION 
AND JOBBERS 
If you wish to dispose of your Close-outs, 
Jobs and Samples in St. Louis to good ac- 
counts and volume buyers, write me for fur- 
ther particulars. In the game 40 years. 

of references. 

Address E-212, care Boot & Shoe Recorder, 
1627 Locust Street, St. Louis, Mo. 


SALESMAN-MANAGER of leading Sth Ave- 
nue ladies Orthopedic Shoe department, big 
following, desires change. Out-of-Town con- 
sidered. ddress E-213, care Boot & Shoe 
a 239 West 39th Street, New York, 


FOR SALE 


35 yrs. established family shoe store in Bridge- 
port, Conn.—owner retiring—fine oppor- 
tunity for individual of good character—large 
capital not necessary to responsible’ person— 
address H. Schine, 1277 Stratford Ave., Bridge- 
port, Conn. 


MERCHANTS’ NEEDS 


$41.00 


$2.25 
HALF GROSS 


Pouy Cure 
for Price Tickets 


Tilits at Any Angle 


M. D. Pollinger Co. 
HOLLAND BLDG. 
Louis mo. 


charge 75 cents. 
address should be counted. 


CLASSIFIED ADVERTISING RATES 
rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. Minimum e q 
When a box number is desired twelve words should be added for the address. In all other cases each of the 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
6” Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Se 
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ormed, costing only weekly. articulars 
by request. Address E-211, care Boot & Shoe 
Recorder, 239 West. 39th Street, 
: 
WANTED—Snappy—Dependable, Factory line 
} that will repeat with better dealers, Mon- 
tana tc Coast, have good connections—over 
fifteen years one line. Address E-214, care 
| 
% necticut, desires a representative line of women’s oon 
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TWO-COLOR 


of the 


ADVERTISING HELPS FOR 


FOOT HEALTH WEEK 


POSTERS— 
FOLDERS— 


ADVERTISING MATS 
See Page,75, March 30 Issue 


BOOT & SHOE RECORDER 


MERCHANTS’ NEEDS 


Want Quicker Sales? 


Then ask your manufacturers— 


THE B. B. 
SYSTEM 


of Finishing Upper Leathers in Shoe Factories 
Boston Blacking & Chemical Co. 
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if they use 


Cambridge, Mass. 


WANTED TO PURCHASE 


in Saint Louis 
NINTH a WASHINGTON 


@ This beautiful 
new hotel is located in 
the business, theatre and 
shopping center of the 
city. Garage service. 


Two 


FAMOUS RESTAURANTS 
Coffee Grill. ..The Rathskeller 


Future of Family Store 


WIcHITA Tex.—In announc- 
ing the addition of a line of children’s 
shoes, A. C. Ludlam, of Ludlam & 
Riggs, said that he believed the future 
of shoe retailing lay in family shoe 
stores. In the case of this store, they 
first specialized in men’s shoes, then 
added a complete line for women and 
are now rounding out the store’s service 
with shoes for children. Their policy 
is to carry plenty of good quality mer- 
chandise priced right. 


RETAILERS! 


Patent Pending 


THE METZ HEEL CONFORMER 
will solve your fitting problems. 
This amazing new device shrinks 
leather evenly, effectively 
ly ad distribution 


$25.00 FOB. Send for Catalog 


METZ DEVICE CoO. 
203 Market St., Paterson, N. J. 


CASH FOR BRANDED SHOES 


RETAIL OR FACTORY STOCKS 
References: I. Miller, Nunn-Bush, Geller, Beek, 
Saks—5th Avenue, Melville, Bostonian, ete. 


BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 518! 


Buyers of Surplus Stocks 


We will bay surplus er entire stocks of shees 
from manufacturers, jebbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Worth 2-5877 and 5878 


euch as 
eim, Enna-Jettick, Vital- 
ity, Lg Preserver, Queen Quality. Bos- 


IRVIN RUBIN 
“The House of — 
Phone Barclay 7-7887 Bow York Oity 


CASH PAID 
FOR ENTIRE OR PART STOCKS 
Shoes, Dry Goods or Clothing 
No Quantity Too Large or Too Small 


MAX KALTER & CO., INC. 
Phone Canal 6-4371 
591 BROADWAY NEW YORK CITY 


Busy Pattern Business 


CINCINNATI—F red Wiechman has 
just entered recently into his fourth 
year of manufacturing shoe patterns. 
The plant is located in the Missouri 
Building, 717 Sycamore Street, Cin- 
cinnati, Ohio, and presents a striking 
appearance, as the color scheme of 
aluminum and black is carried through- 
out the shop, machinery, benches and 
equipment. 

Fred Wiechman reports that his busi- 
ness has increased to such extent that 
five model cutters are employed. Three 
years ago he started with one. He 
attributes his increasing business to 
high grade, exclusive styles and expert 
workmanship plus service. 


Fred is sole owner of his plant and 
is constantly in touch with the trade. 


Remodeling Shoe Sections 


San ANTONIO, TEXAS—Joske Bros. 
Co. shoe departments, which are now 
housed in one large partitioned room, 
family shoe store style, are in the 
process of being entirely remodeled. 
Chief among the changes is the making 
of separated selling sections for the 
women’s, children’s and men’s shoes. 

An X-ray machine is to be installed, 
while new lighting fixtures, new rugs 
and new furniture throughout the de- 
partment will do their part in making 
the section one of distinction. The 
present mahogany woodwork is to be 
done over in a beige and brown color 
combination. Sid Katz, Inc. are opera- 
tors of this department. 
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Advertisers 
In This Issue 


AST call for National Foot Health 
Week! In next week's issue the 
RECORDER broadcasts its final mes- 
sage to merchants prior to the big 
annual post-Easter campaign, planned 
to make the American public more 
conscious of foot health and the fea- 
ture shoes that contribute to it. 

Reports from all sections of the 
country indicate a live interest in Foot 
Health Week. It remains only to 
transmit that interest to the buying 
public. THE RECORDER urges a 
careful check-up on plans and pub- 
licity to make sure the campaign is 
carried out in every community with 

' the zeal and fervor of a crusade for 
Foot Health. 

To make profits certain, in these 
days of close competition, merchan- 
dising must be systematic and stock 
control must be constantly main- 
tained. Gone are the days of careless 
buying and slipshod methods in man- 
agement or merchandising. Practical 
suggestions for increasing turnover 
and thereby insuring profits are con- 
tained in a brief, pointed article next 
week written by a practical shoe 
man whose stories have clicked with 
RECORDER readers before. 

Also a dozen other interesting and 
timely features covering various 
phases of footwear fashions and 

profitable shoe merchandising. 


90 Per Cent White in March 


In commenting on local conditions 
down in the Lower Rio Grande Valley, 
D. A. Puryear, McAllen, Texas, said: 
“We have bought for a good increase 
in business over 1934, even though we 
showed a 49 per cent increase over 
1933. We have the merchandise, we 
have the warm weather and we are 
doing the business. In our women’s 
department the February sales ran 60 
per cent white, while in March they 
jumped to 90 per cent, and will keep 
to that figure through July. In August 
the women will come back for some 
Fall shoes including some black patent 
leathers. This is one store that keeps 
its sizes up on staple black shoes the 
year ’round and so picks up quite a 
little extra business.” 


BOOTS AND SHOES 


CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass 
DOUGLAS, W. L., SHOE CO., Brockton, 
ENDICOTT-JOHNSON CORP., Endicott, N. 
GREGORY & READ CO., Lynn, 47 
JULIAN KOKENGE GO., Golumbiis, 4,5 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, 62 
NAHM BRO. SHOE MFG. CO., Philadelphia, Pa... 62 
ROBERTS, JOHNSON & RAND, St. Louis, Mo... 25 
UNITED STATES RUBBER CO., New York City. ees Front Cover 
VAUGHAN-TOWLE CO., Wakefield, Mass... 58. 
LEATHER AND OTHER MATERIALS 
HUBSCHMAN, E., & SONS, Philadelphia, 2nd Cover 
KISTLER LEATHER COMPANY, Boston, 33 
TANNERS COUNCIL OF AMERICA, New York 2 
MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 
BOSTON BLACKING & CHEMICAL CO., Cambridge, 67 


SHOE ACCESSORIES 


STORE EQUIPMENT 
GRAND RAPIDS STORE EQUIPMENT CO., Grand Rapids, Mich.................00. 43 
MISCELLANEOUS 
AMERICAN WEEKLY, New York City....... A 7 
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This one-eyelet tie of Indies This sandal of Marine Blue 


Brown Kid No. 172, from the Kid, No. 1330, from the New 
New Castle Division, Allied Castle Division, Allied Kid 
Kid Company, is the perfect Company, trimmed with white 
shoe for wear with the new piping, is the type of cool, 
“little suits’ of pastel woolen. dark shoe that every woman 
The tip and fox are brown needs for wear with her sum- 
patent leath the stitching mer prints. 


is beige. 


You know that bench turns are the top in shoemaking— 
but do your customers know it? Do you give the women 
who can afford better shoes than she wears any reason to 
pay higher prices? 


We make bench turns exclusively, we give you a dollar’s 
worth of fine shoemaking for every dollar you spend. 
We know that you understand this, we believe that you 
can increase your high-grade business by making your 
customers realize it, too. 


URE 
TAY 


HANK 


(Myrtle 
New York 


Vol. CVII, No. 6. BOOT AND SHOE RECORDER, published every Saturday by Chilton Company (Inc.), Chestnut and 56th Sts., Philadelphia, Pa. Entered as second class 
matter November 23, 1932, at the Post Office in Philadelphia under Act of March 3, 1879. Subscription price $3.00 per year. Printed in U. S. A. 
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Scene: Executive Office of Shoe Mfg. Co., Inc. 
Time: Today. 


* “We reach this conclusion. Retailers who 


want to quit making profits by switching from 
such sure money-makers as our Levor white 
kid shoes to any novelties are not good 
merchants. Just because they've sold whites 
early does not mean that they cannot sell twice 
as many more! 


“They're gamblers when there. is no reason 
to be! Our customers will thank us for 
keeping Levor white kid in stock on all 
models until August first. 


“This is certainly a three turn-over season 
for white kid shoes!” 


Ha) ) 
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3444—White Cabretta Tie, Quarter Perfora- 
tions Cut Through. Sizes 3 to 9. 


4316—White Cabretta Pump. Sizes 3 to 9. 
$2.10 


4315—Same in og Kid with White Bow 
and Stitch’ 


4310—White Cabretta Tie. Sizes 3 to 9, 
A, B, C. $2.10 


3476—White Perforated Leather Tie, Brown 
Trim. Sizes 3 to 9. $1.45 


3477—Same in Brown with White Trim and 
Brown Heel. 


4307—White Calf Tie, Brown Calf Trim, 
Built-Up Leather Heel. Sizes 3 to 9, 
A, B, C. $2.10 
4308—Same in v White Calf, White Kid 
Covered Hi 


4309—Same in sa Calf with White Tr 
Blue Calf Covered Continental Heel. 


3472—Brown Linette Pump, White Cabretta 
Bow and Stripping. Sizes 3 to 9. $1.45 


o0e~Some in White Linette with Brown 
Patent Bow and Stripping. 


3459—Blue Linette Tie, White Trim. 
3 to 9. $1.45 


3457—Same in Grey with Black Patent Trim. 
a in Brown Linette with White 


3460—Same in White Linette with White 
Cabretta Trim. 


4275—-Perforated White Calf Ghillie Tie, 
Brown Calf Trim. Sizes 3 to > 50.10 


4276—-Same with White Calf Trim. 


ENDICOTT- JOHN SON 
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oeeennc that's new and smart and 
salable in Spring footwear is featured in this 
Endicott-Johnson IN STOCK line to retail at 
$2 and $3. Blues, Whites, the perennial Black 
and Brown—they’'re all represented, and 
featured in charming combinations of colors, 
leathers and fabrics. 


The great variety of attractive styles and the 
remarkable money's worth they offer, make 
Endicott-Johnson $2 and $3 retailers out- 
standing profit winners. Your customers will 
enthusiastically join the ranks of smart 
women who find these beautiful shoes a 
value they can't resist! Order today—last 
call for Easter selling! 


There is an Endicott - Johnson 
salesman in your vicinity who will 
be glad to show you the complete 
line. 


ST. LOUIS, MAO 
YORK 
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BOOT AND SHOE MEN! 


GET THE MOST FOR YOUR 
HOTEL DOLLAR IN NEW YORK 


Whether you come to New York regularly or 
rarely, for business or pleasure, you'll find that you 
get superior hotel accommodations for your hotel dollar 
here at the Lincoln, one of Gotham’s newest and 
largest hotels. Private passageway to all subways. 
Four short blocks from the new express highway. 


from SINGLE from DOUBLE 
LARGE CHOICE OF SAMPLE ROOMS, $5.50 to $7.00 
TWO ROOM SUITES FROM $7.00 


1400 outside rooms, each with bath and shower, cabinet radio and servidor 
...PLUS all the advantages of a 4 STAR HOTEL IN NEW YORK 


Y 
Y, 


FOR BUSINESS...One NG...3 fine FOR RECREATION... 

block to Broadway and restaurants...the Coffee Sixty-nine theatres with- High above the noisy 

Times Square, 3 blocks to Room, the Main Dining in six blocks. Four short clatter of the street, our 32 

Fifth Avenue and eight Room(with dancing) and blocks to Madison Square stories of fresh air and sun- 

minutes to Wall Street. the Tavern Grill and Bar. Garden for sport events. shine assure you quiet rest. 
JOHN T. WEST 


Semaine 44TH TO 45TH STREETS AT 8TH AVENUE- NEW YORK 


When writing advertisers please mention Boot and Shoe Recorder 
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NEW NUMBERS 


and 


SMART FEATURES 


Complete Line x 


ARIEL— Most Beautiful Rubber’”’ 


Right Up To 
The Minute 


ARIEL SLIPPER—Satin finish, extra light, dainty ~ 


reg 


rubber, smart fur trimming BONNIE—A smartly tailored Jersey gaiter 
L | G HT R U B B E R MBN’S 4-SNAP—Looks like a spat over a leather shoe IT ALWAYS PAYS 


FOOTWEAR FOR TO S@LL 
EVERY OCCASION THE BEST 


BALL-BAND offers you the most dependable answer to will show you in a most convincing way why for nearly forty 
the problem of merchandising style rubber footwear profit- years so many merchants have found BALL-BAND the 
ably—a complete line of gaiters and rubbers with which SMART line and the SAFE line for them to handle. Our 
you can safely anticipate the demands of your trade; salesmen are now showing samples of the new line 
identified by a trade-mark that is known and and it will pay you to see them before placing 
accepted everywhere as "The Mark of Better e ‘ your orders. Mishawaka Rubber & Woolen 
Footwear." , . . Samples of the 1935 line a a Mfg. Co., 280 Water St., Mishawaka, Ind. 


BALL BAND 
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The racing crew that wins 
always has perfect coordination. 
Every man and every muscle 
must be carefully trained to pull 
together. That’s Planned Action! 
The Brown Plan helps your re- 
tail shoe store win the race for 
profits by the same system of 
planned coordination. Present 
day competition demands this 
Planned Action, if you want to 
get into the lead... and stay 


there! 


AND SHOE RECORDER, April 


13, 


1935 
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helped us pull ahead 
of competition, 


Write J. R. Hill and Guy Shipe, who 
have enjoyed a steady increase of 
business in, thejr Brown Plan stores 
at Ada and’ Ardmore, Oklahoma. 


L- no commonplace accomplishment to make a 
shoe store grow right through the depression against 
the toughest kind of competition, but Hill and Shipe 
did it. So successful were they in their Ada store 
that they were inspired to open a second store at Ard- 
more, Oklahoma, in 1933. 


Even the devastating drought of 1934, which 
wrought such havoc in their territory, failed to check 
their consistent progress—because of Planned Action 
energetically and wisely executed. 


Planned Action is winning the race for profits for Guy Shipe J. R. Hill 


these men. Here’s what they say of the Brown Plan: 
“Without the splendid cooperation and helpful guid- 
ance received from the Brown Plan, we could not 
have made so much progress during the last three 
years. In selling Brownbilt and Buster Brown shoes 
exclusively, we feel we have a decided advantage over 
our competitors who handle many different lines.” 


Mr. Hill and Mr. Shipe believe, and wisely so, that 
retailers operating under the proven Brown Plan 
have a big advantage over the shoe stores continuing “tiiitciiceaail 
on the guess-work basis of yesterday. Brown Plan inside the store. 
stores have the very valuable assistance of a highly 
developed department of retailing specialists who go 
to work for them without cost tothem. These special- 
its help apply the soundest and most scientific prin- 
ciples of retailing. 


The Brown Plan results in operation on 30% to 
40% less stock in most cases, and measurably higher 
profits. Brown Plan operators, as a group, are the 
most successful shoe retailers in America. Let the 
Brown Shoe representative tell you exactly how 
“Planned Action” can bring increased sales and The windows demonstrate 
profits to you. “Planned Action.” 


Manufacturers of the Concentration Line—Including 
Buster Brown Shoes for boys and girls. The Revolu- 
tionary New Line of Air-Step Shoes for women 
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The lightness of the Celastic Box Toe 
makes it ideal for the Summer-weight shoe. 


Celastic is flexible across the tip line and 
eliminates loose and wrinkled linings. 


Shoes equipped with Celastic Box Toes feel 
better, look better, and wear better. — 


UNITED SHOE MACHINERY CORPORATION | 


BOSTON, MASSACHUSETTS 


_ THE QUALITY BO 
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CorecTrep 


No. 1 (Flexible Shank) con- 
forms with anatomical structure 
of growing foot . . . recommended 
by specialists for early stages of 
pronation. No.2 (Rigid Shank ) for 
second and third degree pronation, 


BOYS’ CORECTREDS ALSO MADE 
AND SOLD BY CHAS. A. EATON CO., 
BROCKTON, MASS. 


Arcu-GRrower 


Protects growing 
feet against the 
many foot ills 
caused by im- 
proper shoes. 


HEALTH PARADE 


“Barifool with 


Every week is Foot Health Week with Edwards! CorecTred and 


Arch-Grower, Edwards Feature Shoes, are made with only the 


best of materials . . . perfectly assembled by skilled craftsmen 
of many years’ experience! Edwards: Shoes are recognized as 
the Finest Junior Footwear in America! CorecTred and Arch- 


Grower have nation-wide consumer acceptance! 


Stimulate sales with increased profits! CorecTreds, Arch-Grow- 
ers . .. a balanced in-stock Program to cover your Junior 
Department needs. Lead the health parade! March 
with Edwards every day in the year! If you haven’t 
received our Spring-Summer Catalogue, write today! 


J, EDWARDS & CO., 314-322 N. 12th ST., PHILADELPHIA, PA. 
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“FLORSHEIM SHOES Have Assisted Us Materially 


in Stabilizing Our Shoe Business” . . . 
Say WM. TAYLOR SON & CO. of Cleveland 


In Stock: Tue FANTASY, in 
blue, black, brown or white kid 


TO RETAIL AT 75 
S MOST 


STYLES 


Having sold Florsheim Shoes for Women 


for several seasons, Taylor’s are able to 
speak with authority. And Florsheims 
can help you, too, in securing a larger 
share of the quality shoe business of 
your community. This firm has made 
only one grade of footwear for nearly half a century —the best. 
A fact that is rebounding to the credit of Florsheim dealers in 
the current trend to better merchandise. Of the many retailing 
advantages to be secured from selling Florsheim Shoes, ‘one is 
paramount — when a woman walks out in Florsheims she will 
walk in again when she needs another pair. Ask us to have a 


representative call upon you—without any obligation, of course. 


FLORSHEIM 
SHOES FOR WOMEN 


THe FrorsnHeim SHOE Company e Manufacturers CHICAGO 
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